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The  road  to  frustration.  G 


In  Missouri,  where  highways  are  among  the 
worst  in  the  nation,  drivers  are  paying  with 
their  lives.  Journalists  at  The  Kansas  City 
Star  turned  the  spotlight  on  a  sovereign 
highway  department  with  a  troubling 
history  of  waste  and  mismanagement. 

Nearly  half  of  U.S.  roads  are  rated  good  or  very 
good.  In  Missouri,  that  number  drops  to  1 5  percent. 
Driving  on  that  state's  under-funded,  poorly 
maintained  highways  is  a  tooth-rattling,  bone¬ 
jarring  experience.  And  motorists  are  paying  the 
price  with  costly  repair  bills  and  an  alarming 
number  of  accident-related  fatalities. 

In  a  detailed,  scientific  study,  Kansas  City  Star 
Journalists  examined  more  than  3,800  miles  of 
highways  across  three  states  and  mapped 
Missouri's  worst  stretches. They  also  exposed  the 
state’s  Department  of  Transportation  (MoDOT) 
as  a  bloated  bureaucracy  that  operates  with  almost 
no  accountability  or  oversight. 

The  Star's  two-part  series,  "State  of  Disrepair,” 

\  provided  readers  with  detailed  analysis  and 
reporting  that  identified  the  problems  and  potential 
solutions.  As  a  result  of  The  Star's  investigation, 
Missouri's  state  auditor  called  for  sweeping  changes 
at  MoDOT.  And  residents  of  Kansas  City  learned 
how  a  Knight  Ridder  newspaper  always  goes  the 
extra  mile  for  its  readers. 
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We  Are  In 
Good  Company. 

In  The  Annual  Prestigious  American  Society  of 
Newspaper  Editors  Awards  for  distinguished  writing 
and  photography,  only  four  newspapers  have  won  two 
or  more  first-places  in  the  last  three  years. 

The  Arkansas  Democrat-Gazette 
is  at  the  top  of  that  list. 
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Arkansas  Democrat-Gazette . 

. 3 

New  York  Times . 

. 3 
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. 1 
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. 1 
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Post-Star,  Glens  Falls,  N.Y. . 
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LETTERS 


OF  BLACKSAND  SPORTS  EDITIi 

1AM  A  SPORTS  EDITOR.  In  FACT,  I  AM 
perhaps  the  youngest  African-Ameri¬ 
can  editor  in  a  senior  management 
role  in  a  major  sports  section.  I  found  the 
Allan  Wolper  column  (“Ethics  Corner,” 
March  E^P,  p.  28)  lacked  many  impor¬ 
tant  points  about  the  struggles  of  black 
sports  editors. 

Why  weren’t  editors  of  newspapers 
pressed  with  addressing  the  lack  of  black 
sports  editors  in  the  newsroom?  Fifteen 
years  ago  white  sports  editors  claimed 
that  they  could  not  find  qualified  minority 
reporters  or  women  to  hire.  Then  in  1993, 
a  program  was  founded  to  train  and  give 
students  internships.  In  the  time  since, 
more  than  100  members  have  graduated 
and  are  working  in  sports  departments 
around  the  nation.  At  one  point  The 
Washington  Post  and  The  Dallas  Morning 
News  had  at  least  five  alums  in  the  news¬ 
room  at  the  same  time. 

Today,  there  is  a  lack  of  blacks  as 
managers  in  the  sports  departments.  The 
question  should  be  asked,  what  has  been 
done  to  increase  the  pipeline?  Sports 
editors  are  more  willing  to  take  a  chance 
on  someone  who  looks  like  them.  I  am 
fortunate  that  I  have  a  boss  who  was 
willing  to  take  a  chance  on  me.  Why 
aren’t  others  doing  the  same? 

GREGORY  LEE 
SENIOR  ASSISTANT  SPORTS  EDITOR 
The  Boston  Globe 

WOMEN  Also  LEFT  OUT 

1READ  YOUR  COLUMN  ABOUT  THE 

sports  media  business  with  great  in¬ 
terest.  I  was  very  encouraged  to  see  a 
discussion  about  the  lack  of  minorities  in 
positions  of  editorial  power  in  sports  de¬ 
partments.  But  if  you  want  to  find  a  group 
that’s  even  more  minuscule,  to  use  your 
syntax,  try  women. 

I  ask  you  to  consider  then  how  it  feels 
to  be  a  woman,  of  any  color,  trying  to 
break  into  management  in  sports.  You 
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look  different,  you  are  different,  and  you 
might  not  fit  into  the  paradigm  of  how 
that  editor  feels  his  paper  should  look. 

I’ve  had  members  of  our  group  tell  me 
stories  of  applying  for  jobs  as  editors  or 
columnists,  only  to  be  told  that  the  paper 
wasn’t  “ready”  to  have  a  woman  in  that 
position.  Others  have  had  editors  openly 
question  them  at  job  interviews  as  to  their 
family  plans  or  how  they  would  juggle 
children  and  being  an  editor.  Would  a 
man  receive  these  same  illegal  questions? 

Dwayne  Bray  estimates  in  your  column 
that  less  than  2%  of  sports  journalists  are 
black  men.  Well,  that  number  of  blacks 
is  probably  easily  double  of  how  many 
women  are  in  the  business.  We  need  more 
diversity,  and  adding  people  of  color  and 
women  are  all  part  of  making  our  busi¬ 
ness  stronger. 

JOANNE  C.  GERSTNER 

PRESIDENT 

Association  for  Women  in  Sports  Media 
Sportswriter,  The  Detroit  News 

YOU  SAY  GANNON,  I  meUCXERT 

1  CANNOT  PRAISE  YOUR  PUBLICATION 
enough  for  your  ongoing  coverage  of 
the  Gannon/Guckert  mess  (“Pressing 
Issues,”  March  E&P,  p.  26  and  ES^P 
Online).  Where  other  publications  and 
media  have  wimped  out,  you  have  added 
excellent  reporting  and  commentary  to  an 
issue  that  should  transcend  issues  of  left 
and  right  advocacy.  The  “credentialling” 
of  an  unqualified  to  the  country’s  most 
prestigious  beat,  the  White  House,  should 
concern  all  hard-working,  ink-stained 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  ( 646) 
654-5370,  or  write  to  “Letters,”  Editor 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  include  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


scribes  out  there.  Polls  continually  show 
how  the  public  mistrusts  the  media;  there 
is  much  to  be  done  to  put  that  impression 
right. 

STEPHANIE  SCHOROW 

ASSISTANT  LIFESTYLES  EDITOR 
The  Boston  Herald 

IT'S  NOT  ROCKET  SCIENCE,  FOLKS 

There  are  unbelievable  scads  of 
information  that  most  reporters 
can  access  vvith  a  very  few  mouse 
clicks  and  don’t  bother  —  and  that’s  true 
of  the  Gannon/Guckert  case  as  well. 

Please  don’t  imagine  that  it  always  takes 
a  battalion  of  pajamadeen  to  ferret  out 
important  info.  It  just  takes  Google  and 
the  willingness  to  use  it. 

PATRICIA  SANTHUFF 
Bremen,  Ga. 

Corrections 

In  E&P’s  March  issue,  the  photo  on  page  8 
accompanying  the  Thelonious  Monk  story 
was  taken  by  Eric  Wong. 

In  “The  Free  Market” feature  in  the  March 
issue,  four firms  were  listed  that  audit  the 
circulation  of  free  papers.  Circulation 
Verification  Council,  which  audits  many 
free  papers,  was  omitted. 

The  Associated  Press  Managing  Editors 
conducted  the  recent  survey  of  readers  and 
editors  on  running  sensitive  photos 
(March  issue,  p.  14).  The  headline  stated 
the  survey  was  done  by  theAP. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


APRIL  9,  1955; 


of  granite  which  the  tides  of  time  to  introduce  readers  to  a  new 


Joseph  Pulitzer  Jr.  succeeded  his  will  never  efface, 
father  as  editor  and  publisher  of 
the  St  Louis  Post-Dispatch.  In  APRIL  23, 1955: 
a  statement,  he  called  his  news-  It  may  have  been  the  next  best 
paper's  platform  "a  monument  thing  to  Smell-a-Vision:  In  order 


product’s  scent,  the  Elizabeth 
City  (N.C.)  Daily  Advance  mixed 
Florident,  Colgate’s  then-new 
deodorizer,  into  its  printing  ink 
in  an  elaborate  publicity  stunt. 
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Pretty  women  there 


BY  JOE  STRUPP 

A  CAMPAIGN  BY  THE  KaNSAS  CITY 

(Mo.)  Star  to  get  the  widely  covered 
1952  tune  “Kansas  City”  named 
the  city’s  official  song  is  getting  a  standing 
ovation.  Star  columnist  Mike  Hendricks 
started  it  last  fall  after  learning  that  for 
some  reason,  the  Leiber  and  Stoller  hit 
was  not  the  town  tune;  Instead,  a  barber- 
shop  quartet  favorite, 
“Kansas  City,  My 
Hometown,”  held  the  title. 
“We  had  a  lous>'  city 
H  song  no  one  had  heard  ofT 
Hendricks  says,  on  why 
he  penned  columns  urging 
a  switch.  In  March,  the 
Stars  Sunday  magazine 
twice  published  a  coupon- 
size  note  for  readers  to  send 
to  Mayor  Kay  Barnes,  asking  her  to  change 
Kansas  City’s  anthem.  More  than  450 
readers  have  responded,  and  the  paper  will 
deliver  them  to  Barnes  in  April.  City  offi¬ 
cials  say  a  change  could  come  in  time  for 
the  new  song  to  be  dedicated  at  the  annual 
Oktoberfest.  One  idea  already  being  circu¬ 
lated  would  gather  residents  to  christen  the 
^  _  new  city  song  on  kazoos.  □ 

Chuck  Berry  has  covered 
“Kansas  City”  for  decades 


U.S.  Army  First  Lieutenant  Paul  Reickhoff,  executive  director  and  founder  of  Operation  Truth. 

Bringing  stories  to  light 


star  reporter 
Mike  Hendricks 


especially  lower-level  people.” 

Operation  Truth’s  mission  is  to  spotlight 
soldiers  in  news  reports,  connecting  re¬ 
porters  to  its  network  of  over  400  soldiers, 
both  active  duty  and  vets,  and  arranged  by 
ZIP  code  for  local  angles.  “I  think  the  press 


BY  BRIAN  ORLOFF 

SOME  OF  THE  MEDIA’S  TOUGHEST 

critics  on  Iraq  war  coverage  are  sol¬ 
diers  themselves.  Paul  Rieckhoff,  29, 
as  a  U.S.  Army  first  lieutenant  and  junior 
officer,  was  a  rifle  platoon  leader  in  Iraq  last 
year.  Returning  home,  he  founded  Opera¬ 
tion  Truth,  aiming  to  tell  the  public  the 
truth  of  the  war  from  a  soldier’s  perspective, 
often  through  the  media. 

“I  came  back  from  Iraq  a  year  ago  and 
was  frustrated  with  the  way  the  dialogue 
was  going  in  this  country,”  Rieckhoff  says 
at  his  New  York  City  office.  “Mainly,  there 
weren’t  any  soldiers  represented.  You  had 
four-star  generals  or  policy  wonks  and 
people  on  TV  who  had  generally  never  been 
to  Iraq.  Rarely  involved  in  the  dialogue 
were  people  who  had  actually  been  there, 


Reickhoff,  in  Baghdad  last  summer,  says 
journos  often  alter  stories  to  protect  soldiers. 
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coverage  has  improved  slightly  in  the  last 
few  months,  but  altogether  in  the  past  year 
it  has  been  pretty  poor,”  he  says.  “The  sheer 
number  of  people  they  have  in  Iraq  has  de¬ 
clined  dramatically  from  the  time  they 
started  coverage  of  the  war.” 

Even  with  reporters  on  the  scene,  the 
ongoing  system  of  embedding  reporters 
actually  limits  the  stories  they  can  tell. 

“You  need  access  from  the  military  for  your 
story,”  Rieckhoff  says.  “At  its  very  founda¬ 
tion,  as  long  as  the  military  is  controlling 
access  to  your  story,  you’ve  got  to  play  ball. 
Not  to  say  that  they’re  totally  in  bed,  but 
you  have  to  play  along.  If  you  don’t,  next 
time  they’ll  deny  you  access. 

“I’ve  seen  how  [journalists]  have  really 
been  intimidated  by  the  military'  and  by  the 
White  House,”  he  continues.  “Also,  I  think 
they’re  at  times  intimidated  by  a  need  to 
protect  the  soldiers.” 

Rieckhoff  quickly  supplies  an  example: 
“A  reporter  from  a  major  magazine  wrote  a 
story  about  a  group  of  guys  in  Fallujah. 
There  was  a  soldier  having  nightmares  and 
problems  and  [the  writer]  came  home  and 
started  to  tell  the  unit  a  little  bit  about  what 
her  story  was  evolving  into  and  people 
within  his  chain  of  command  said.  You 
cannot  do  that.  You  are  going  to  make  him 
look  bad.  You’re  going  to  make  us  all  look 
weak ...  he’s  a  poor  representation.’ 

“She  actually  altered  her  story  to  better 
protect  him,”  he  continues,  “which  is  fine 
morally  but  at  its  very  basic  journalistic 
integrity,  it’s  absolutely  bankrupt.  And 
unfortunately,  that’s  not  rare.” 

Another  criticism:  The  media  too  often 
report  the  same  story.  Few  journalists,  he 


the  compound  and 
they  only  leave  the 
compound  under 
military  guard  —  and  they’re  not  running 
around  undercover  with  cameras  aggres¬ 
sively  covering  the  Iraqi  side  of  things.  We 
don’t  hear  from  Iraqi  civilians  very  often.” 
American  reporters  would  face  grave 
threats  but  also  get  true  scoops  and 
provide  a  very  necessary  service,  he  says. 
As  it  is,  he  asserts,  “you  have  to  go  look 
to  Al  Jazeera  to  get  that  side  represented.” 

Operation  Truth,  which  has  connected 
soldiers  with  journalists  from  the  Los 
Angeles  Times,  The  New  York  Times, 
and  National  Public  Radio,  among  other 
outlets,  employs  five  staffers  and  has 


an  advisory  board  whose  members 
include  Jesse  Ventura  and  Paul  Bucha, 
a  recipient  of  the  Congressional  Medal 
of  Honor. 

Issues  that  Rieckhoff  says  are  ripe  for 
exploring  in  the  media  include  the  high 
number  of  wounded  soldiers,  the  true 
number  of  military  suicides,  the  Kur¬ 
dish  region,  and  more  feature  stories 
about  the  ways  soldiers  are  deeply 
affected  by  the  war. 

Journalists, 
he  adds,  “haven’t 
protected,  or  em¬ 
braced,  or  really 
publicized”  soldiers 
who  have  come 
forward  with 
stories.  Many 
troops  are  worried 
that  speaking  out 
“is  going  to  affect 
their  career,  their 
families,  their 
livelihood  —  and 
they’re  scared.  The  press  should  be  trying 
to  propel  those  voices  and  encourage  those 
voices,  not  necessarily  sculpt  them,  but  give 
them  a  platform.” 

Rieckhoff,  however,  applauds  blogging 
from  inside  Iraq  as  providing  a  necessary 
lens  into  the  lives  of  Iraqi  civilians  largely 
absent  from  mainstream  reports.  He  says 
he  also  appreciated  The  New  York  Times' 
recently  revisiting  the  protective  “armor” 
issue:  “It’s  great  they  brought  it  out  again. 
But  it’s  like  drive-through  news.  They  hit 
it  and  they’re  gone.”  He  acknowledges  that 
local  reporters  have  visited  factories  and 
reported  on  local  armor  production,  but 
most  of  those  stories  did  not  receive 
national  play. 

Rieckhoff  requests  that  Iraq  reporters  at 
least  provide  “lull  disclosure,”  as  they  have 
a  responsibility  to  their  readers  to  fully  ex¬ 
plain  what  it  means  to  be  a  reporter,  either 
embedded  or  stuck  in  an  isolated  com¬ 
pound.  Sometimes  they  “have  to  be  crafty 
in  their  access,  but  the  problem  is  they  don’t 
tell  the  audience  that,”  he  explains.  Giving 
people  “the  impression  that  they  know 
what  the  hell  is  going  on  I  think  is  almost 
more  dangerous  than  not  knowing  what’s 
going  on  at  all.”  He  adds,  “If  you’re  not  will¬ 
ing  to  really  dig  down  and  find  the  story, 
that’s  fine,  but  don’t  act  like  you  are.  Stand 
up  and  say,  ‘We  only  did  the  story  in  20 
minutes  using  the  same  source  that 
everybody  in  the  Green  Zone  uses.’” 

For  more  information  on  Operation 
Thith,  visit:  www.optruth.org.  □ 


‘E&P’  wins  two  2005  Neal  awards 

For  the  third  consecutive  surrounding  the  Iraq  war. 

year,  Editor  ^  Publisher  was  one  Editor  £?  Publisher  has  now  been 

of  the  top  winners  at  the  Jesse  H.  recognized  by  the  Neals  seven  times  in 

Neal  National  Journalism  Awards, 
the  top  honors  in  business  or 
trade  journalism,  announced 
on  March  16. 

At  a  luncheon  at  New  York’s 
Waldorf-Astoria  Hotel,  E^P  took 
home  the  prize  for  best  editorial 
or  opinion  column  for  the  fourth 
time  in  five  years.  The  magazine 
also  won,  for  the  second  straight 
year,  first  prize  for  best  news  cover¬ 
age.  Once  again  that  winning  entry  Integrity.  Baseline,  a  magazine  devoted  to 

focused  on  our  ongoing  coverage,  both  information  technology,  won  the  Grand 

in  print  and  online,  of  press  issues  Neal  for  best  single  entry. 


the  past  three  years.  The  awards,  now 
in  their  51st  year,  are  administered 
by  American  Business  Media. 

There  were  more  than  1,000 
entries  this  year  in  the  award  compe¬ 
tition  and  28  winners  were  named. 

Whitney  Sielaff,  publisher  and 
editorial  director  of  National 
Jeweler,  was  named  winner  of  the 
second  annual  Timothy  White 
Award  for  Editorial  Courage  and 
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Range,”  that  appear 
in  more  than  70 
newspapers  in 
J  the  West. 

A  magazine-style 
tabloid,  HCN  is  pro- 
duced  by  a  staff  of  19 
that  includes  an 
in-house  circulation 
W^r  J  department.  Housed 

^  in  a  former  auto  parts 

^  store  on  Paonia’s 

Grant  Avenue,  the 
5,^,  paper  shares  a  two- 

-f '  block  “Main  Street” 

t-  i  j  with  the  Chamber  of 

Commerce,  the  post 
I  «  office  and  two  banks. 

*  •aj^  a  While  some  might 
-  «  consider  a  town  of 

I  1,500  residents  a 

I  less-  than-ideal  loca- 

1  tion  for  a  newspaper 

I  with  such  a  broad 

■j  circulation  area, 

j  Larmer  is  not  one  of 

them.  “It’s  an  advan- 
;  tage  for  us,”  he  said. 

!  “Our  beat  includes 

the  rural  West,  and 
this  area  has  the 
same  dynamics  as 
the  areas  we  cover. 

It  keeps  us  grounded.” 

Larmer  said  HCN  founder  Tom  Bell, 
now  in  his  80s,  is  “still  fired  up”  about 
environmental  issues,  particularly  global 
warming.  He  said  Bell’s  environmental 
journalism  began  in  the  1970s  when  he 
took  a  stand  against  fellow  ranchers  who 
were  poisoning  eagles. 

Looking  to  the  paper’s  future,  Larmer 
said  population  growth  in  Western  states 
is  placing  new  strains  on  the  environ¬ 
ment,  especially  in  such  areas  as  water, 
wildlife,  and  public-lands  management. 
“There  is  a  huge  need  for  good  informa¬ 
tion  to  reach  these  people,”  he  continued, 
“and  to  connect  the  environment  to 
social  and  economic  issues.  We  hope  to 
be  able  to  provide  it.”  J 


Biweekly  based  in  Paonia, 
Colo.,  serves  environmentally 
minded  readers  in  11  states 


BY  WALTER  FOX 

An  environmentally  conscious 
American  newspaper  that  would 
seem  to  defy  all  of  the  normal 
patterns  of  circulation,  advertising,  and 
frequency  of  publication  is  celebrating  its 
35th  year  of  operation  in  2005.  The  High 
Country  News,  a  biweekly  published  in 
Paonia,  Colorado,  targets  an  11-state  area 
west  of  the  Rocky  Moun¬ 
tains.  Describing  itself  as 
“the  paper  for  people  who 
care  about  the  West,”  HCN 
offers  news,  analysis  and 
commentary  on  water, 
public  lands,  wildlife, 
grazing,  logging,  mining, 
wilderness,  growth, 
politics,  and  other  topics 
of  interest  to  the  region. 

Founded  in  Lander, 

Wyo.,  in  1970  by  Tom  Bell, 
an  educator  and  rancher- 
turned-environmentalist, 
the  paper  now  has  a  circu¬ 
lation  of  more  than  24,000 
—  while  maintaining  a  15%  advertising 
cap  —  and  is  reportedly  read  widely  by 
members  of  Congress  who  want  to  keep 
abreast  of  environmental  issues. 

Since  it  does  not  rely  primarily  on 
advertising  for  support,  HCN  is  free  to 
take  stands  on  issues  that  mainstream 
dailies  might  avoid.  Consequently,  it  has 
become  an  outspoken  advocate  for 
wildlife  conservation,  environmental 
protection,  intelligent  land  use,  and 
wilderness  preservation.  Publisher  Paul 
Larmer  noted,  however,  that  the  paper’s 
primary  goal  is  to  present  readers  with  a 
“balanced  picture”  so  that  they  can  make 
up  their  own  minds. 

By  way  of  illustration,  Larmer,  who  was 
an  editor  at  HCN  for  10  years,  pointed  out 
that  one  of  the  paper’s  stories  he’s  most 
proud  of  was  published  in  1996  when 
President  Bill  Clinton  created  the  Grand 
Staircase-Escalante  National  Monument 


Top:  High  Country  News  Publisher  Paul  Larmer, 
left,  discusses  printing  specs  with  his  staff.  Right, 
HCN  founder  Tom  Bell.  Above,  the  paper’s  exterior 


from  1.9  million  acres  of  public  lands  in 
Utah.  While  the  new  monument  elicited 
unanimous  praise  from  environmental¬ 
ists,  many  local  residents  were  hostile 
to  the  designation,  fearing  that  it  would 
deny  them  grazing  rights  and  eliminate 
the  “multiple-use”  ethic  that  governs 
publie  lands. 

Convinced  that  these  complaints 
should  be  heard,  Larmer  went  to  Utah, 
interviewed  local  people  who  had,  in  his 
words,  “strong  feelings”  on  the  issue  and 
incorporated  their  views  into  the  paper’s 
story.  “It  was  a  good  experience  for  me,” 
he  recalled.  “I  learned  that  there  was  a 
history  here  that  must  be  honored.” 

The  paper  maintains  a  free  Web  archive 
that  gets  1.5  million  hits  a  year  from 
students  and  researchers  seeking  infor¬ 
mation  on  environmental  issues,  and  it 
produces  three  syndicated  columns  a 
week,  under  the  title  “Writers  on  the 


Walter  Fox  is  a  freelance  writer  and  the 
author  of  Writing  the  News:  A  Guide  for 
Print  Journalists. 


WWW. edito  randpublisher.com 


APRIL  2005  EDITOR& PUBLISHER  9 


THE 


SECTION 


means 


Idaho  student  seeks  Miss  Pocatello  crown  on  pro-press  platform 


BY  BRIAN  ORLOFF 

JOURNALISTS  ARE  MORE  APT  TO 

experience  a  beauty  pageant  from 
the  audience,  covering  the  proceed¬ 
ings,  than  up  on  stage.  But  Eryn  Lowe 
will  do  her  part  to  glam  up  our  profession 
when  she  struts  her  stuff,  vying  for  that 
coveted  tiara  and  the  title  of  Miss  Pocatel¬ 
lo.  If  she  captures  it  this  April,  she  will 
be  one  step  closer  in  her  quest  to  being 
named  Miss  Idaho,  and  then  —  drum  roll, 
please  —  Miss  America. 


abimt  jiews|i-apers.. [  i'/g 

—  ERYN  LOWE/Pageant  contestant 


Lowe,  20,  is  a  junior  at  Idaho  State 
University  whose  love  of  newspapers 
transcends  her  role  as  news  editor  on  her 
school  paper.  The  Bengal.  Lowe  says  her 
Miss  America  aspirations  are  steered  by 
her  enthusiasm  for  journalism.  And  in  the 
part  of  the  beauty  contest  where  judges 
grill  contestants  on  their  high-minded, 
socially  conscious  ideals,  Eryn  will  stump 
for  media  literacy  in  local  high  schools. 

“I’m  so  passionate  about  [newspa¬ 
pers],”  she  says.  “That’s  kind  of  why  I’m 
doing  this:  because  I  have  something  that 
I  want  people  to  know.” 

But  Lowe  is  not  just  all  talk.  She 
proposes  a  campaign  to  get  more 
students  interacting  and  developing 
relationships  with  newspapers.  “The 
Idaho  State  Journal  puts  the  newspapers 
in  schools  and  I  would  love  to  see  that 
go  statewide,”  Lowe  says.  “Also,  I  would 
like  to  see  the  schools  giving  back  to  the 
newspaper  by  having  a  student  every 
week  write  an  article  about  something 
going  on  in  school ...  [They  could]  have 
a  page  of  all  the  high  school  students 
and  their  writing.” 

Lowe’s  platform  is  all  about  visibility 
and  communicating  with  students  — 
something  she  says  she’ll  happily  do. 


especially  if  it  means  more  kids  will  start 
picking  up  newspapers:  “I  also  want  to 
get  into  schools,  and  talk  to  them  about 
how  important  it  is  to  read  the  newspa¬ 
pers  and  get  involved.” 

Lowe’s  passion  for  journalism  came 
early.  The  young  hopeful  says  she’s  always 
loved  to  write,  and  in  her  teens  began 
experimenting  with  broadcast  media. 

(“I  had  a  news  show  in  high 
school,”  she  says.)  For 
Lowe,  achieving 
career  goals 


maintain-  ^ 
ing  her  ^ 
role  on  the 
school  news¬ 
paper  staff, 
continuing  her 
broadcast  work 
and  her  studies 


Idaho  newspaper  fan 
Eryn  Lowe  wants  to  get 
more  papers  into 
classrooms. 


as  a  mass  communications  student. 

What  do  her  newspa¬ 
per  friends  think 
about  her  chal 
lenging  percep 
tions  of  their 
field  as  decid 
edly  unglam 
orous?  “I’ll 
have  to 
bring  that 
up  in  the 
next  news 
meeting,” 
she  says, 
laughing. 


Horiilaiepoilerovenioiiies  Obstacles 


Partly  paralyzed,  he  steps 
down  after  years  of  hard  work 


BY  JOE  STRUPP 

He  never  won  a  Pulitzer  Prize, 
brought  down  a  president,  or 
exposed  a  chemical  waste  scan¬ 
dal.  But  to  editors  at  the  Ocala  (Fla.) 
Star-Banner,  Vince  Murray  was  one  of  the 
hardest  working  —  and  one  of  the  most 
effective  —  journalists  in  America.  During 
his  25  years  at  the  newspaper  (daily  circula¬ 
tion  48,069),  he  not  only  penned  columns 
and  articles  on  everything  from  college 
basketball  to  the  Persian  Gulf  War,  he  did 
so  under  difficult  circumstances. 

First  there  was  the  car  accident  in  1990 


that  left  him  partially  paralyzed  and  virtual¬ 
ly  unable  to  walk.  Then  the  quadruple  by¬ 
pass  surgery  three  years  ago  that  laid  him 
up  for  two  months.  And,  of  course,  the  on¬ 
going  fight  with  diabetes  that  requires  con¬ 
tinued  medical  attention  and  a  special  diet. 

If  anything,  such  barriers  only  made 
Murray  more  determined  to  keep  writing. 
“I  thrive  on  it.  I  am  a  workaholic,”  Murray 
said  from  his  newsroom  desk  in  February, 
where  he  worked  the  keyboard  with  one 
hand.  “I  just  like  talking  to  people.” 
Murray’s  wife  Jimmie  Sue,  a  Star-Banner 
employee  whom  he  met  at  the  paper  in 
1980,  joked  that  her  husband  is  “either 
awesome,  or  insane.” 

Aside  from  overcoming  various  medical 
limitations,  Murray  also  made  himself  a 
name  at  the  paper  for  having  a  hand  in 
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Scripps  Howard  Foundation 
National  Journalism  Awards 

^  Randy  Bergmann,  Asbury  Park  Press,  Neptune,  N.J 

Walker  Stone  Award,  Editorial  Writing 

Connie  Schultz,  The  Plain  Dealer,  Cleveland 

Commentary 

Dovon  Mohoraj,  Los  Angeles  Times 
Ernie  Pyle  Award,  Human  Interest  Writing 

DallasNews.com 
Web  Reporting 

The  Sun  Son  Bernardino,  Colit. 
Edward  J.  Meemon  Award,  Environmental  Reporting 

Steve  Sack,  Star  Tribune,  Minneapolis 

Editorial  Cartooning 

The  Dallas  Morning  News 
Edward  Willis  Scripps  Award,  Distinguished  Service  to  the  First  Amendment 

Jim  Gehrz,  Star  Tribune,  Minneapolis 

'  Photojournalism 

' 

-  The  Wall  Street  Journal 

William  Brewster  Styles  Award,  Business/Economics  Reporting 

Nathaniel  Creekmore,  Lipscomb  University,  Nashville,  Tenn. 

^  Charles  M.  Schulz  Award,  College  Cartoonist 

•  .  The  Hartford  (Conn.)  Couront 

Roy  W.  Howard  Award,  Public  Service  Reporting 

Los  Angeles  Times 
Ursula  and  Gilbert  Forlel  Prize,  Investigative  Reporting 

Greg  Jolfe,  The  Wall  Street  Journal 
’  Raymond  Clapper  Award,  Washington  Reporting 

Sandra  F.  Chance,  University  of  Florida 
Charles  E.  Scripps  Award,  Journalism  Teacher  of  the  Year 

Will  Norton  Jr.,  University  of  Nebroska-Uncoln 
Charles  E.  Scripps  Award,  Journalism  Administrator  of  the  Year 

WBEZ,  Chicago,  This  American  Life 
Jack  R.  Howard  Award,, Excellence  in  Electronic  Media.  Radio 

—  CNBC,  Englewood  Cliffs,  N.J. 
Jack  R.  Howard  Award,  Excellence  in  Electronic  Media,  TV/Cable 


SCRIPPS.HOWARD 
FOUNDATION 

The  Scripps  Howard  Foundation  congratulates  the  wirmers  in  the  National  Journalism  Awards, 
one  of  the  nation's  premier  competitions  tor  print  and  broadcast  journalists  and  journalism 
educators.  Winners  received  trophies  and  cash  awards  totaling  $ 1 95,000  The  Foundation 
is  proud  to  honor  their  work.  For  more  information  about  the  Scripps  Howard  Foundation, 
jrdease  visit:  www.scripps.com/foundation 
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such  a  variety  of  endeavors.  In  recent  years, 
he  had  regularly  written  one  weekly  editori¬ 
al,  two  to  three  sports  columns  a  week,  a 
monthly  book  review,  and  at  least  two  or 
three  columns  each  month  on  political 
issues.  “There  have  been  months  where  I 
did  34  stories  in  one  month  across  seven 
different  [newspaper]  sections,”  he  said. 

In  addition,  he  found  time  to  operate 
a  number  of  side  activities,  including  a 
biannual  high  school  basketball  tourna¬ 
ment,  day-long  history  sjTnposiums  at  a 
local  community  college,  and  a  monthly 
college  and  high  school  basketball  scouting 
newsletter  whose  subscribers  include  the 
Boston  Celtics.  Murray  often  attended 
games  in  his  wheelchair. 

Murray,  who  moved  from  Maine  to 
Florida  in  1970,  started  stringing  for  the 
St.  Petersburg  Times  and  The  Tampa 
Tribune  before  landing  at  the  now-defunct 
St.  Petersburg  Independent,  an  evening 
daily,  wher  e  he  clerked,  edited,  and  did 
“some  game  coverage.”  From  there,  he 
joined  the  Ocala  paper  in  1979  as  assistant 
sports  editor,  then  became  sports  editor  in 
1987.  “My  primary  thing  was  Florida  State 
[University]  football  and  [University  of] 
Florida  basketball,”  said  Murray. 

Then  on  July  18, 1990,  his  life  changed 
forever.  An  auto  accident  left  him  mostly 
paralyzed  because  he  was  bom  with  a 
narrow  spinal  cord.  “I  was  working  from 
home  after  four  months  and  doing  sports 
columns,”  he  recalled.  Within  a  year, 

Murray  was  back  at  the  paper,  but  not  as 
sports  editor.  Instead  he  branched  out  into 
other  writing  assignments  and  added  out¬ 
side  interests,  such  as  going  to  more  than 
150  high  school  and  college  sports  events 
each  year  after  his  bypass  surgery  (which 
kept  him  out  for  seven  weeks  in  2002). 

Then,  this  year,  in  late  Febmary,  Murray 
received  another  major  blow.  His  physical 
challenges  “just  got  out  of  control  and  I 
could  not  work  at  the  office,”  he  said,  adding 
that  it  was  his  choice  to  leave  the  paper  on 
Feb.  21  and  that  he’s  in  the  process  of  going 
on  full-time  disability. 

But  Murray  has  enrolled  in  an  online 
college  program  on  homeland  security. 

He  also  hopes  to  lobby  for  changes  in  the 
federal  Social  Security  disability  program 
after  discovering  that  he  will  receive  only 
two-thirds  of  his  salary  in  benefits  and  may 
lose  part  of  that  if  he  seeks  outside  income. 
“I  plan  to  lobby  my  Congress  people  to 
allow  people  with  a  disability  to  make  up  to 
what  they  were  making  before  they  were 
disabled,”  Murray  said.  “I  can  be  political 
now,  and  that  appeals  to  me.”  □ 


Photo  of  the  Month 
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MICHAEL  KUBEL 

THE  MORNING  CALL  (ALLENTOWN,  PA.),  MARCH  12 

WALT  TrEMER  struts  HIS  STUFF  FOR  THE  JUDGES 
in  Bethlehem,  Pa.,  during  the  3rd  annual  Best 
Men’s  Legs  competition,  part  of  St.  Patrick’s  Day 
celebrations  in  Donegal  Square.  Kilt-ridden  contestants  aged 
17  to  69  turned  out  for  the  beauty  contest.  —  Greg  Mitchell 


ASNE  confab  to  include  gay  reception 


BY  JOE  STRUPP 

OR  THE  FIRST  TIME  IN  ITS  83-YEAR 

histoiy,  the  American  Society  of 
Newspaper  Editors  conference  this 
month  in  Washington,  D.C.,  will  include 
a  reception  for  gay  journalists. 

J.  Ford  Huffman,  an  openly  gay  deputy 
managing  editor  at  USA  Today  and  a 
member  of  the  ASNE  conference  program 
committee,  told  E^P,  “It  seems  to  me  that 


this  is  a  way  to  allow  gay  ASNE  members 
to  feel  that  they  are  included,  and  to  let 
straight  ASNE  members  know  that  there 
are  gay  members.”  The  event,  which  will  be 
open  to  all,  also  raises  the  issue  of  why  there 
are  so  few  openly  gay  top  editors  at  US. 
newspapers,  and  none  at  the  30  major 
dailies.  “There  are  at  least  four  editors  I 
know  of  in  ASNE  who  are  openly  gay,  but 
no  top  editors,”  Huffman  said.  □ 
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“To  be  honest.,  I’ve  never  seen  twenty  straight  years  of  growth,  Mr.  McClatchy.’ 


.at  out 

Dootste? 


«K  'r  H  H  M  c:  C]  I ,  A  rc  H  v  ('  o  m  pa  n  y 


MCCI  AK.ll  V.COM 


.Miiinciiiwlis  Shir  Tribune,  Siurumeiito  lice,  R.,ilci{;li  \eu's  &  Obserrer,  Tresiio  Bee,  Tueoiihi  S'eies  Tribune,  Moilesto  Bee, 
.■\ucliortu;e  DuH)'  Sews,  Tri-i'ilv  Herulii,  Roeh  Hill  Henihl,  Isluuil  Pueket,  .Merreil  Sun-Slur,  Beuufort  (iuzette 


I.-R  John  Stanmeyer,  Lauren  Greenfield,  Alexandra  Boulat,  James  Nachtwey, 


9  photographers.  9  unique  visions. 

These  are  the  photographers  of  Agency  VII.  A  partnership  originally  established  by  7  of  the  world’s  best  photographers, 
now  grown  to  9,  that  gives  them  the  freedom  to  pursue  their  individualism.  And  their  passion.  They  shoot  on  the 
front  lines,  and  their  work  appears  on  the  front  pages.  They  shoot  events  that  matter,  and  they  shoot  for  the  truth.  And 
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Gafy  Knight,  Antojrfn  Kratochvil,  Ron  Haviv,  Christopher  Morris,  Joachim  I.adefoged, 


9  distinct  styles.  One  camera.  Canon. 

they  all  shoot  with  Canon.  They  choose  Canon  for  its  versatility  and  unmatched  performance. 
For  its  advanced  technology  and  durability.  And  because  there’s  a  Canon  camera  to  match 
every  photographer’s  needs,  there’s  a  Canon  camera  for  you  too.  Canon  KNOW  HOW 


digital  REVOLUTIONIZED  photography  .■  we  REVOLUTIONIZED  digital' 


He  wrote  the 
book  on  ‘b.s.’ 


What  the  press  needs  to  know  about  an  art  that  is 
worse  than  lying,  according  to  Harry  Frankfurt 


matters  to  the  bullshitter  is, 
will  it  fiirther  my  aims?” 

As  Frankfurt  writes  in  his 
book,  “It’s  impossible  for 
someone  to  lie  unless  he 
thinks  he  knows  the  truth. 

Producing  bullshit  requires 
no  such  conviction.”  This 
lack  of  concern  for  the  truth 
—  which  even  the  liar  must 
exhibit  in  order  to  lie  —  is 
what  makes  b.s.  a  greater 
enemy  of  the  truth  than 
lies,  he  believes. 

In  this  environment,  how 
does  Professor  Frankfurt  think  the  press  is 

_ — ,  performing  its  role  as  bullshit 

1  detectors  and  purveyors  of  fact? 

1  “I’m  not  in  a  position  to  check  on 
1  a  lot  of  papers,”  he  replied,  “but  I 
1  think  the  great  papers  do  try, 

1  and  take  their  responsibility  very 
\  seriously.  Whether  they  carry  it 
1  out  effectively  is  something  else. 
1  In  times  of  serious  concern, 

1  where  stakes  are  very  large  — 

J  such  as  in  war  and  economic 
^  difficulties  and  civic  disorder  — 
it’s  very  difficult  to  keep  a  level  head. 
Newspaper  people  are  subject  to  the  same 
anxieties  as  the  rest  of  us,  though  they’re 
trained  to  get  at  the  facts.” 

Nevertheless,  Frankfurt,  who  reads  the 
New  York  Times  daily  online,  believes 
“newspapers  do  a  better  job  than  other 
media.  You  can  read  the  news  columns 
with  a  fairly  reliable  confidence  that  what 
you’re  reading  is  what  that  person  who 
wrote  it  believes  to  be  factually  based,  and 
not  full  of  spin.”  On  the  other  hand,  he 
finds  the  editorial  pages  to  be  fairly  rife 
with  b.s. 

Frankfurt  points  out  that  the  very  pro¬ 
liferation  of  media  outlets,  especially  elec¬ 
tronic  media  (not  to  mention  blogs),  have 
increased  the  opportunities  for  b.s.  to  pre¬ 
vail:  “The  problem  with  media,  especially 


BY  BARBARA  BEDWAY 

SURELY  THERE’S  NO  DEARTH  OF  RE- 
porters  who  feel  qualified  to  write  a 
book  about  bullshit  —  a  sort  of  oc¬ 
cupational  hazard  in  the  journalism  pro¬ 
fession.  But  a  recently  published  and  now 
very  popular  book  on  that  subject  was 
written  not  by  a  journalist  but  by  a 
philosopher  and  professor  emeritus  at 
Princeton. 

Harr\'  G.  Frankfurt,  now  75,  wrote  the 
80-page  essay  almost  20  years  ago  while 
teaching  at  Yale.  It  eventually  appeared  in 
the  literary  journal  Raritan  Review  and  in 
a  collection  of  his  essays.  The  Importance 
of  What  We  Care  About,  before  being 
published  as  a  stand-alone 
volume  by  the  Princeton  | 

University  Press  this  year.  |  flHIII 

Getting  right  to  the  point,  it  1  B|9||i 

is  titled  On  Bullshit  —  and  1 
has  drawn  wide  attention,  1 

including  a  feature  piece  in  1 

The  New  York  Times  and  an  \ 
appearance  by  the  author  on  | 

Comedy  Central’s  The  Daily  | 

Show  in  March.  1 

In  the  book,  Frankfurt  calls  L— — — 

b.s.  “one  of  the  most  salient  fea¬ 
tures  of  our  culture”  and  goes  on  to  ex¬ 
plore  what  it  is,  how  it  differs  from  lying, 
and  why  it  is  an  insidious  threat  to  civi¬ 
lization.  Editors  and  reporters  will  likely 
recognize  their  current  challenges  in  the 
changed  cultural  landscape  he  describes. 

“I’ve  observed  a  lack  of  respect  in  gener¬ 
al  toward  the  truth,”  he  said,  explaining 
how  he  came  to  write  the  essay.  “Erosion 
of  our  respect  for  the  truth  is  a  real  threat 
to  fundamental  values  of  civilization.”  He 
regards  b.s.  as  a  deformity  of  truth,  and 
says  of  those  oft-quoted  newsmakers  and 
sources  who  produce  it:  “Unlike  a  liar,  who 
knows  the  truth  and  wants  to  keep  people 
away  from  it,  the  bullshitter  exhibits  a 
complete  lack  of  concern  in  differentiating 
between  truth  and  falsehood.  What 


Harry  Frankfurt  says  newspapers  do  take  their  responsibility 
to  the  truth  seriously,  but  don't  always  carry  it  out  effectively. 

electronic  media,  is  that  they  have  to  keep 
talking  all  the  time.  It’s  impossible  to  be 
strictly  attentive  to  the  relevance  of 
whether  what  you  say  is  tnie  or  false,  re¬ 
gardless  of  whether  you  know  what  you’re 
talking  about.  Insofar  as  the  media  is  put 
in  a  position  to  keep  talking,  it’s  bound  to 
loosen  whatever  concern  they  might  oth¬ 
erwise  have  to  stick  closely  to  the  truth.” 

Although  Frankfurt  purposefully  did 
not  address  specific  uses  and  misuses  of 
bullshit  in  his  book,  he  did  cite  for  E^P 
what  he  considers  a  recent  example:  the 
claim  by  Sen.  James  Inhofe  (R-Okla.)  and 
chairman  of  the  Senate  Environment  and 
Public  Works  Committee,  that  global 
w'arming  is  the  greatest  hoax  ever  perpe¬ 
trated  on  the  American  people.  “That  kind 
of  b.s.,”  Frankfurt  observed,  “furthers  an 
agenda,  that  we  don’t  need  to  take  any 
measures  against  what  produces  global 
warming.” 

As  for  the  U.S.  claims  of  weapons  of 
mass  destruction  (WMD)  in  Iraq  as  justi¬ 
fication  for  the  2003  invasion,  he  reflect¬ 
ed  that  “my  view  is  that  we  were  given  an 
incomplete  account  of  what  was  motivat¬ 
ing  the  government,  and  what  we  were 
told  diverted  our  attention  from  asking 
questions  about  the  real  motivation.  The 
whole  presentation  of  the  reasons  for 
going  to  war  was  disingenuous.  “That’s 
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what  makes  it  seem  like  bullshit.” 

Frankfurt’s  elegantly  argued  volume 
contains  at  its  core  a  disturbing  implica¬ 
tion  for  a  democracy  founded  on  an  in¬ 
formed  public,  and  for  the  people  who 
do  the  informing.  A  culture  so  lacking  in 
concern  for  the  truth— an  environment 
where  even  the  most  basic  facts  are  con¬ 
tested  or  rendered  meaningless  by  sepa¬ 
rate  blue  state  and  red  state  versions— is 
in  danger  of  rejecting  “the  possibility  of 
knowing  how  things  truly  are  ...  even  in 
the  intelligibility  of  the  notion  of  objective 
inquiry.” 

It’s  a  dark  picture,  Frankfurt  admitted: 
“There’s  a  kind  of  paradox  in  the  whole 
idea  of  democracy,  based  on  the  assump¬ 
tion  that  people  can  be  well  informed  and 


can  make  serious  judg¬ 
ments.  But  along  with  that 
assumption  goes  the  vulner¬ 
ability  of  the  public  to  be 
manipulated  by  those  who 
are  in  control  of  media  and 
public  opinion.  It’s  a  strug¬ 
gle  and  a  battle,  and  I  don’t 
think  it’s  fair  to  suppose 
we’re  winning  that  battle.” 

But  in  the  battle  for  clarity 
of  thought  and  reason. 

Professor  Frankfurt  will  try  Frankfurt  U 
to  persevere.  He  has  been  Press,  publi 
collecting  data  and  examples 
for  a  sequel,  focusing  on  another  one  of 
the  “deformities  of  truth”  —  spin.  “Spin  is 
a  curious  hybrid,”  Frankfurt  declared. 


Biel 


Frankfurt,  left,  sits  for  an  interview  with  Princeton  University 
Press,  publisher  of  his  recent  essay  on  erosion  of  the  truth. 


“The  spinner  has  to  have  something  to 
spin,  so  in  a  way  he’s  closer  to  the  truth 
than  a  bullshitter.”  □ 


Investing  in  the  future 


New  NAA  Chair  Smith  calls  for  Change 


BY  JENNIFER  SABA 

JAY  Smith  is  taking  over  as  chair- 
man  of  the  Newspaper  Association  of 
America  (NAA)  this  month  during  a 
somewhat  blustery  period  for  the  industry 
Just  think:  At  this  time  last  year,  the  word 
“circulation”  wasn’t  often  followed  by  the 
words  “fraud”  or  “collusion.”  And  while  the 
Bush  administration  wasn’t  exactly  rolling 
out  the  welcome  mat  for  journalists, 
reporters  weren’t  in  danger  of  going  to  jail 
for  protecting  their  sources. 

These  are  two  of  the  biggest  challenges 
that  Smith  faces  during  his  tenure  as  head 
of  the  NAA,  a  position  that  rotates  every 
year.  Smith  replaces  outgoing  Chairman 
Gregg  K.  Jones,  co-publisher  of  The 
Greenville  (Tenn.)  Sun.  Smith,  the  presi¬ 
dent  of  Atlanta-based  Cox  Newspapers, 
has  seiv'ed  as  vice  chairman  of  the  board 
and  has  worked  with  the  organization 
for  about  10  years. 

E^P  caught  up  with  the  new  chairman 
in  the  beginning  of  March  before  he  dashed 
off  to  New  York  for  a  weeklong  family 
vacation. 

In  Smith’s  mind,  the  challenges  of 
rebuilding  credibility  while  protecting  the 
basic  rights  of  the  press  are  taking  center 
stage.  He  cites  everything  from  the  hard 
work  the  NAA  has  done  on  cross  ownership 
and  to  Freedom  of  Information  and  shield 
laws.  Indeed,  one  of  the  sessions  slated  for 
this  year’s  NAA  Annual  Convention  in  San 
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Francisco  is  on  “Confidential  Sources  and 
the  Shield  Law.”  The  panel  lineup:  New 
York  Times  scribe  Judith  Miller,  one  of  the 
reporters  who  finds  herself  going  to  jail  in 
the  Valerie  Plame/CIA  probe,  as  well  as 
First  Amendment  expert  Floyd  Abrams. 

While  the  NAA  is  working  with  a  broad 
spectrum  of  media  and  press  groups  on 
FOIA,  shield  law,  and  cross-ownership 
issues,  it  is  more  on  its  own  when  trying  to 
solve  circulation  distress.  “There’s  no  secret 
about  the  tension  that  exists  right  now ... 
over  paid  circulation  and  the  misdeeds  that 
have  occurred,”  Smith  says.  “We’re  working 
awfully  hard  to  restore  the  faith  that  must 
be  there  in  the  relationship  while  broaden¬ 
ing  the  definition  of  paid  circulation.” 

In  that  way,  the  NAA  will  continue  to 
push  the  standard  of  readership,  a  stan¬ 
dard  that  many  would  accuse  the  industry 
of  taking  too  long  to  embrace:  “The  time 
has  long  since  passed  that  as  an  industry 
we’ve  got  to  get  off  our  heels  and  talk 
aggressively  with  readers  and  advertisers 
about  these  precise  things.  If  it  does 


nothing  else,  the  NAA  can  help  frame 
the  discussion  and  develop  the  vocabulary 
to  keep  the  discussion  alive.” 

The  NAA  will  continue  to  invest  heavily 
in  the  Readership  Institute,  for  example, 
but  Smith  concedes  in  the  end,  the  idea  of 
making  readership  a  workable  standard 
starts  with  all  newspapers  embracing  the 
concept.  He’s  starting  to  see  evidence.  “I’m 
tremendously  impressed  by  my  colleagues 
in  the  industry,”  he  affirms.  “It’s  a  big 
brawling  world  of  competing 
media  interests.  How 
do  we  compete 
One 

the  we 
make  within 
our  company  is 
that  the  world 

has  changed  a  ^ 

lot  and  we  have  *1  i 

changed  a  little.  ■V  ^  W 

We  have  to 
change  a 
lot.”  □ 


www.editorandpublisher.com 


THE  ‘A’  SECTION 


JOAreportensta  and  surprises 


Will  ‘Seattle  Times’  renew 
Richards’  oversight  deal? 

BY  JOE  STRUPP 

Two  YEARS  INTO  ThE  SEATTLE 

Times’ JOA  reporter  experiment, 
the  unusual  freelance  contract 
between  the  newspaper  and  veteran  re¬ 
porter  Bill  Richards,  seems  to  be  working. 
But  that  doesn’t  mean  that  they’ve  rjS 
enjoyed  a  stress-free  relationship  1  € 

—  or  that  Richards  and  the  paper  1  “ 
are  prepared  to  extend  the  contract  1  ^ 
when  it  ends  next  January,  despite  ^ 
the  likelihood  that  Seattle’s  JOA  i  on 
battle  will  still  be  raging.  1 

With  less  than  a  year  left  on  the  1  -■ 
three-year-deal,  both  Richards  and  i 

Times  officials  appear  pleased  with  j 

the  arrangement  that  gives  Richards 
near  carte  blanche  to  write  about  the 
rimes’ joint-operating-agreement 
battle  with  The  Seattle  Post-Intelli- 
gencer. 

Richards,  a  former  staffer  for  The 
Wall  Street  Journal  and  Newsweek 
who  signed  on  to  cover  the  JOA 
squabble  in  January  2003,  said  the 
arrangement  has  run  well:  “I  think 
we  have  done  a  pretty  good  job  and 
the  people  reading  the  stories  are  getting 
a  pretty  full  picture”  of  the  ongoing  con¬ 
flict  between  the  two  Seattle  papers. 

Times  Managing  Editor  David  Boardman 
agrees,  saying  of  the  coverage,  “I  think 
ultimately  it  has  been  very  aggressive 
and  fair.” 

Although  the  paper  has  not  refused 
to  run  any  of  his  stories  —  or  forced  any 
disputes  to  go  to  a  mediator  as  his  con¬ 
tract  allows  —  Richards  says  a  handful  of 
his  articles  have  sparked  “a  lot  of  talk”  at 
the  paper  before  being  published.  Times 
officials  would  not  say  if  they  are  ready  to 
extend  the  contract,  while  Richards  con¬ 
tends  an  extension  should  occur  because 
the  JOA  struggle  is  not  expected  to  end 
before  his  contract  does. 

Richards’  deal  pays  him  a  monthly 
stipend,  without  a  required  minimum  or 
maximum  number  of  stories  each  month. 
A  provision  in  the  deal  allows  Richards  to 
cover  any  aspect  of  the  story  and  requires 


the  Times  to  publish  his  coverage,  unal¬ 
tered,  unless  it  can  provide  a  valid  reason 
to  deny  publication. 

If  a  dispute  arises,  either  side  can  go 
to  a  mediator,  former  Poynter  Institute 
President  James  M.  Naughton,  to  resolve 
the  dispute.  If  the  Times  decides  to  ignore 
Naughton’s  ruling,  Richards  may  pull  out 
of  the  contract,  and  would  be  paid  the 
remainder  of  his  fee.  _ 


A  iaa, 

o**  declares 


Riiind*) 


T-  BILL  RICHARDS/Seatt/e  Times  freelancer 


But  if  the  Times  believes  Richards  is  not 
fulfilling  his  part  of  the  contract,  and 
Naughton  concurs,  the  newspaper  can 
end  the  arrangement. 

So  far,  none  of  the  disputes  have 
reached  mediation.  But  there  have  been  a 
number  of  touchy  subjects  that  Richards 
says  have  sparked  more  than  the  usual 
editing  discussions.  He  cited  one  story 
that  questioned  the  Times’  accounting 
practices,  which  sought  to  show  a  loss  at 
the  newspaper  by  including  debt  service 
for  the  entire  Seattle  Times  Co.  that  also 
included  newspapers  in  Maine  and  other 
Washington  cities. 

“When  I  started  to  put  together  a  story, 
we  had  to  go  around  a  bit  on  it,”  Richards 
recalls.  “They  ran  the  story,  but  they 
argued  every  inch  of  the  way.” 

Another  story,  in  2003,  reported  on  a 
1999  side  deal  the  Times  had  cut  with 
Hearst  Newspapers,  owners  of  the  P-I. 


In  exchange  for  $10  million,  the  deal 
allowed  Hearst  the  right  of  first  refusal  on 
any  sale  of  the  Times’  majority  ownership 
in  the  paper.  “They  did  it  without  inform¬ 
ing  the  Justice  Department,”  Richards 
notes.  “It  was  clearly  in  violation  of 
antitrust  laws.” 

The  freelancer  also  caused  some  angst 
for  the  Times  when  he  reported  that  doc¬ 
uments  filed  in  2004  by  Knight  Bidder, 

— _ _ _ which  owns  a  minority 

InMK**  *  *’***'■  stake  in  the  newspaper, 

noted  that  the  Times 
had  made  $30  million  in 

««B>  >  ‘Sr  1  1 

y--'  2004  on  real  estate  sales. 

^  rimes,  which  had 

claimed  a  $12  million 
^^l^'ought  include  the 

®**>wSieiicy  real  estate  revenue  in  its 
calculations. 

“There  was  some  fuss 
about  that,  it  was  heavily 
debated,”  Richards  said 
of  that  story.  “They  were 
somewhat  leery  about 
it,  but  they  ran  it.” 

Boardman  declined 
to  comment  on  any 
specific  stories.  But 
when  asked  about 
Richards’  approach, 
he  said  the  reporter 
started  off  “more  ag¬ 
gressive  toward  the  Times  to  establish 
his  credibility,”  adding  that  “all  the  stories 
that  have  been  aggressive  on  The  Seattle 
Times  have  been  by  us.”  Frank  Blethen, 
Times  publisher  and  majority  owner  of 
The  Seattle  Times  Co.,  also  would  not 
comment  on  Richards’  work  other  than 
to  say,  “we  clearly  have  won  kudos  in  the 
industry  for  it.”  Boardman  thought  it 
good  enough  to  nominate  him  for  a 
Pulitzer  Prize  in  2003. 

“I’m  kind  of  surprised  it  has  gone  on  as 
long  as  it  has,”  Richards  said  about  the 
JOA  story,  adding  that  he  had  not  dis¬ 
cussed  a  contract  extension  yet.  Neither 
Blethen  nor  Boardman  would  comment 
on  any  extension  possibilities,  although 
Boardman  hinted  that  one  might  be 
needed:  “When  we  started  off  with  a 
three-year  deal,  I  don’t  think  we  had  the 
notion  that  [the  story]  would  go  beyond 
three  years.  But  it  appears  it  will.”  □ 
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received  honors  for  com¬ 
mentary,  The  Hartford 
Courant  received  the 
award  for  public  service 
reporting,  and  Jim  Gehrz 
of  the  Minneapolis  Star 
Tribune  won  the  photo¬ 


journalism  prize  in  the 
Scripps  Howard  Founda¬ 
tion’s  annual  National 
Journalism  Awards. 

To  see  the  winners,  go 
to  www.scripps.com/ 
fdundation. 


New  England  Press 
Association.  Grade 
Montgomery,  co-pub¬ 
lisher  of  the  Purcell 
(Okla.)  Register,  is  now 
president  of  the  Okla¬ 
homa  Press  Association. 


The  Los  Angeles  Times 
received  the  top  prize  for^ 
investigative  reporting, 
Connie  Schultz  of  The 
Plain  Dealer  in  Cleveland 


Marcia  Graiin  O’Brien, 
editor  of  The  Narra- 
gansett  (R.l.)  Times, 
has  been  elected  to  the 
board  of  directors  of  the 


COLORADO 

Susan  Duchin  has  been  named  advertising 
display  director  at  The  Gazette  in 
Colorado  Springs.  Duchin  most  recently 
worked  for  the  Boulder  Publishing  Co. 
and  the  Daily  Camera  in  Boulder. 


CONNECTICUT 
Albort  Yuravich  has  been  named  city  editor 
of  The  Register  Citizen  of  Torrington. 
Yuravich  is  promoted  from  news  editor, 
and  previously  was  a  sportswriter  and 
copy  editor  at  the  Republican-American 
in  Waterbury,  Conn.  Viktoria  Sundqvist 
has  joined  the  Register  Citizen  as  Sunday 
features  editor. 
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FLORIDA 

Robyn  Tomlin 

Robyn  Tomlin  has  been  named  executive 
editor  of  the  Ocala  (Fla.)  Star-Banner. 

4^H  Tomlin,  34,  most  recently  served  as 
executive  editor  of  the  TimesDaily  in 
Florence,  Ala.  She  began  her  newspaper 
career  as  an  intern  for  The  Cincinnati 
Enquirer,  and  then  worked  as  a  reporter 
for  the  North  Hills  News-Record  in 
Warrendale,  Pa.,  and  The  Asheville  (NC.)  Citizen-Times.  She 
was  promoted  to  city  editor  in  Asheville  in  1999  and  metro  edi¬ 
tor  in  2000.  Tomlin  left  in  2002  to  become  managing  editor  at 
the  TimesDaily,  and  was  promoted  to  executive  editor  in  2003. 


BY  SHAWN  MOYNIHAN 


Christine  Neves  has  been  appointed  display 
advertising  manager  for  the  Day  Publish¬ 
ing  Co.,  which  publishes  The  Day  of  New 
London.  Neves  previously  served  as  retail 
ad  manager  of  The  Hartford  Courant. 


FLORIDA 

Greg  Hardwig  has  been  named  sports  editor 
of  the  Naples  Daily  News.  Hardwig  has 
served  as  acting  editor  of  the  Daily  News 
for  the  past  seven  months.  He  joined  the 
paper  as  a  sports  reporter  in  1997- 


Tom  Nork  has  been  named  circulation 
director  for  the  Sun-Sentinel  Co.  in  Fort 
Lauderdale.  Nork  has  been  circulation 
sales  and  support  services  manager  since 
July  2003.  Ray  Daley  has  been  promoted 
to  director  of  national  and  retail  advertis¬ 
ing  for  the  Sun-Sentinel  Co.  Daley  most 
recently  served  as  company  director  of 
classified  and  local  advertising. 


ARIZONA 

Bob  Romantic  has  been  promoted  to  sports 
editor  at  the  East  Valley  Tribune  in  Mesa, 
from  deputy  sports  editor.  Craig  Morgan 
replaces  Romantic  as  deputy  sports  edi¬ 
tor.  Morgan  most  recently  was  a  general 
assignment  reporter. 


Bidder  Digital  and  Knight  Bidder 
corporate  director  of  classified  advertis¬ 
ing.  Lloyd  previously  served  as  senior 
director  of  classifieds  for  KRD. 


Ron  Gonzales  has  been  appointed  diversity 
editor  and  Yvette  Cabrera  has  been  named 
Latino  coverage  coordinator  for  Freedom 
Orange  County  Information,  the  Santa 
Ana,  Calif -based  publisher  of  The  Orange 
County  Register  and  Spanish-language 
weekly  newspaper  Excelsior.  Gonzales 
will  oversee  Latino  coverage  in  the 
Register,  Excelsior,  and  Freedom’s  weekly 
newspapers.  Cabrera  also  will  continue 
in  her  established  role  as  columnist. 


"  Barron 

'  to  editor  of  the 

Times.  Barron, 
46,  most  recently  served  as 
executive  managing  editor. 
Rejoined  the  paper  in  1995. 


Diane  tuber  has  been  named  city  editor  at 
the  Tuscon  Citizen.  She  previously  was  in¬ 
teractive  editor  at  The  Arizona  Daily  Star. 


Ryan  Finley  is  the  new  high  school  sports 
editor  at  the.i4ri2:ona  Daily  Star.  Finley 
previously  worked  for  the  North  County 
Times  in  Escondido,  Calif 


Maline  Hazle  has  been  named  city  editor 
of  the  Record  Searchlight  in  Redding. 
She  most  recently  served  as  a  reporter. 


CALIFORNIA 
Lem  Lloyd  has  been  appointed  vice  presi¬ 
dent  of  classified  advertising  for  Knight 
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Ever  See  A  Magazine 


1 


Dictate  Foreign  Policy? 


On  Sunday,  February  13, 2005,  PARADE  featured  the  world's  10  worst  dictators. 
That  day,  78  million  newspaper  readers  gained  perspective  on  world  events 
and  reflected  on  our  freedoms  at  home.  To  have  a  conversation  about  PARADE, 
please  contact  Lamar  Graham,  General  Manager,  at  212-450-7183. 


!■  ^ 


Who  Is  The 
World's  Worst 


Dictator? 


A  New  Rjekinji  Of  The  Contemptible 
By  David  WalLechin«ky 
Plu«  M.magtog  Your  Medicinpt  •  Ttps  for  Tockbng  •  tn  Stop  With  .  Mjrt»l(d  Hjrgitay 


Source:  MRI  Fall  2004 


More  Than  A  Magazine  ‘ 


-  2005  Batten  Awards  fer 

Innovations  in  journaiism 


CALL  FOR  ENTRIES 

Deadline:  June  9,  2005 

1  ’ 


OBITUARIES 


Sheila  Highland  has  been  named  circula¬ 
tion  director  for  the  Northwest  Herald 
in  Crystal  Lake.  Highland  last  worked 
for  the  St.  Paul  (Minn.)  Pioneer-Press, 
where  she  served  as  circulation  sales 
and  marketing  manager. 


Kevin  Carmody 

46,  DIED  March  9 

REPORTER,  THE  AUSTIN  (TEXAS)  AMERICAN  STATESMAN  | 

^  «  I 

Kevin  Carmody,  an  Austin  (texas)  Ameri- 

can-Statesman  reporter  known  for  his  hard-  9  j 

hitting  work  on  environmental  issues,  died 
last  month  of  an  apparent  suicide.  He  was  46. 

Carmody  had  worked  for  the  Austin  paper  since  ) 

2000,  and  earned  a  reputation  for  not  shying  away  j  j; 

from  controversial  issues.  In  January  2003  he  un-  ^ 

covered  health  risks  caused  by  chemicals  in  Barton  i  j 

Springs  Pool,  the  city’s  most  popular  swimming  f  J 

hole;  the  S?atesman’s  investigation  found  that  levels  ^  _ i  It 

of  toxic  chemicals  in  the  water  exceeded  those  found  in  a  dozen  of  the  worst 
hazardous  waste  sites  in  the  country.  Another  of  his  special  reports,  “Death  in  the 
Air,”  exposed  builders  who  ignored  asbestos  laws,  putting  workers  at  risk.  He  also 
tackled  stories  about  corrupt  government  officials  and  illegal  pesticide  use,  among 
other  sensitive  topics. 

Carmody  majored  in  journalism  at  Marquette  University,  and  was  editor  of  the 
campus  newspaper.  His  journalism  skills  were  equalled  by  his  love  of  science  — 
and  after  graduating  in  1980,  he  combined  his  two  passions  by  specializing  in 
environmental  reporting.  He  wrote  for  such  newspapers  as  the  Milwaukee 
Sentinel,  The  Beaumont  (Texas)  Enterprise,  The  Daily  Progress  in  Charlottesville, 
Va.,  and  the  Daily  Southtown  in  suburban  Chicago.  He  had  served  on  the  Society 
of  Environmental  Journalists’  board  of  directors  from  its  inception  in  1990. 


INDIANA 

Patrick  Peregrin  has  been  promoted  to 
vice  president  of  advertising  for  The 
Indianapolis  Star,  from  director  of 
display  advertising. 


KANSAS 

Jack  (Miles)  Ventimiglia  has  been  promoted 
to  editor  of  Sun  Publications  in  Johnson 
County.  Ventimiglia  most  recently  served 
as  editor  of  Sun-News  Publications  of 
the  Northland.  Before  that  he  worked 
for  several  other  newspapers  in  Missouri 
and  Illinois. 


KENTUCKY 

Chris  O’Nan  has  been  named  editor  of  The 
Springfield  Sun.  She  most  recently  served 
as  the  health  and  social  services  reporter 
for  the  Owensboro  Messenger-Inquirer. 


MAINE 

Liz  Chapman  has  rejoined  the  Lewiston 
Sun-Joumal  as  regional  editor  after  three 
years  reporting  for  the  Bangor  Daily 
News  in  that  paper’s  Ellsworth  office.  Mike 
Theriault  has  been  promoted  to  circulation 
director.  Theriault  has  been  a  manager 
for  the  newspaper’s  circulation  depart¬ 
ment  for  the  past  15  years. 


has  served  as  managing  editor/news  since 
November  2003. 


GEORGIA 

Robert  W.  Eickhoff  has  been  named  vice 
president  of  circulation  for  The  Atlanta 
Journal-Constitution.  Eickhoff  joins  the 
AJC  from  the  Orlando  (Fla.)  Sentinel, 
where  he  has  served  as  vice  president  of 
circulation  and  operations  since  1998. 


Denise  Renckens  has  been  named  executive 
editor  of  The  Daily  Journal  in  Kankakee. 
Renckens  most  recently  served  as  assis¬ 
tant  managing  editor  of  the  Post-Bulletin 
in  Rochester,  Minn. 


Kevin  Cummings  has  been  named  editor  of 
The  Catoosa  County  News  in  Ringgold. 
Cummings  most  recently  was  a  staff 
writer  and  columnist. 


MASSACHUSETTS 
Gail  Osgood  has  been  named  editor  of  the 
Milton  Times.  She  previously  served  as 
editor  of  the  Wellesley  Townsman. 


Joe  Matessa  has  been  appointed  the  new 
general  sales  manager  for  La  Roza  in 
Chicago.  For  the  last  nine  years  Matessa 
has  worked  for  Newspaper  Services  of 
America  (NSA)  in  Downers  Grove,  Ill., 
where  he  most  recently  served  as  client 
services  director. 


Chuck  Goodrich  has  been  promoted  to 
senior  vice  president  of  sales  and  publish¬ 
ing  for  Community  Newspaper  Co., 


ILLINOIS 

Don  Hayner  has  been  named  managing 
editor  of  the  Chicago  Sun-Times.  Hayner 


a  NEW  YORK 

John 

Tierney 

is  a  new  Op-Ed 
columnist  for 
The  New  York 

Times.  He  has  served  the  Times 
as  a  reporter  and  columnist. 


Administered  by: 


Honor  novel  efforts  that: 

•  trigger  community  impact 

•  use  new  information  technologies  &  ideas 

•  compellingly  engage  people  in  public  issues 


The  Institute  for  Interactive  Journalism 


7100  Baltimore  Ave.  #101 
College  Park,  MD  20740 
P:  301-985-4020 
E;  news(gj-lab.org 

Guidelines,  Application 
www.j-lab.org 


$10,000  □  $5,000  in  Special 

Grand  Prize  Distinction  Awards 


Funded  by  the  John  S.  and  James  L.  Knight  Foundation 


22  EDITOR  &  PUBLISHER  APRIL  2005 


WWW, editorandpublisher.com 


TOP;  LARRY  HOBBS/' 


NICK  KOON/THE  orange  COUNTY  (CALIF.)  REGISTER 


Dirks,  Van  Essen  &  Murray 


the  Needham-based  publisher  of  four 
suburban  dailies. 


OREGON 

John  Schrag  has  been  appointed  publisher 
and  editor  of  the  News-Times  in  Forest 
Grove.  Schrag  most  recently  served  as 
managing  news  editor  of  Willamette 
Week. 


Sy  CALIFORNIA 

Glenn  Hall 

has  been  named 
A  senior  team 
leader  and 
business  editor 

of  The  Orange  County  Register. 


Anne  Eisenmenger  has  been  appointed  vice 
president  of  business  development  at 
Enterprise  NewsMedia  LLC,  in  Quincy. 
Eisenmenger  has  served  as  an  editor  and 
manager  at  The  Boston  Globe. 


Alandra  Johnson  has  been  named  assistant 
editor  at  the  Lake  Oswego  Review.  She 
will  continue  to  serve  in  her  most  recent 
position,  education  reporter. 


MINNESOTA 

Greg  Mazanec  has  been  promoted  to  vice 
president  of  advertising  for  the  St.  Paul 
Pioneer  Press.  Mazanec  has  served  as 
advertising  director  of  display  sales 
since  2000. 


Myles  Murphy  has  been  appointed  to  the 
newly  created  position  of  city  editor  at 
Ashland  Daily  Tidings.  Murphy  most 
recently  was  features  editor. 


manager  since  1997  Before  that,  she 
worked  as  manager  in  prepress  for  the 
Los  Angeles  Times. 


MISSOURI 

Jim  Beaver  has  been  appointed  publisher 
of  The  Perry  County  Republic-Monitor 
in  Perryville.  Beaver  most  recently  served 
four  years  as  publisher  of  The  Panolian 
in  Batesville,  Miss.  Kate  Martin  has  been 
named  editor  of  the  newspaper. 


Bryan  Henry  has  been  promoted  to  senior 
account  executive  in  USA  Weekend  maga¬ 
zine’s  New  York  advertising  sales  office. 
Henry  has  been  an  account  executive  with 
the  magazine  for  two  years. 


PENNSYLVANIA 
Peter  Ricker  has  been  named  vice  presi¬ 
dent  of  advertising  and  marketing  for 
Philadelphia  Newspapers  Inc.,  which 
owns  The  Philadelphia  Inquirer  and 
The  Philadelphia  Daily  News.  He  has 
served  as  vice  president  of  advertising 
for  The  Indianapolis  Star  since  2001. 


O  K  L  A  II  O  M  A 
David  Hale  has  been  named  managing 
editor  of  The  Lawton  Constitution.  Hale 
has  been  opinion  page  editor  since  1987 
and  previously  worked  for  the  Muskogee 
Daily  Phoenix. 


Steve  Thomas  has  been  named  editor  of  the 
Lake  Sun  Leader.  Thomas  most  recently 
served  as  associate  editor. 


RHODE  ISLAND 

David  Dear  Jr.  has  been  named  publisher  of 

The  Narragansett  Times  in  Wakefield  and 


NEW  YORK 

Benjamin  Weller  has  been  named  business 
editor  at  Newsday  in  Melville.  He  most 
recently  served  as  Long  Island  editor. 
Robert  Tiernan  has  been  promoted  to 
national  editor,  from  technology  and 
enterprise  editor.  David  Kniffin  has  been 
named  to  the  new  position  of  advertising 
department  director  of  business  adminis¬ 
tration.  Kniffin  had  served  as  executive 
director  of  Island  Publications,  Newsday  s 
niche-magazine  publishing  group.  Stoven 
McKenna  has  been  promoted  to  advertis¬ 
ing  department  senior  manager,  planning 
and  analysis.  He  had  been  manager  of 
advertising  services/revenue. 


We  are  pleased  to  have  represented  Country  Media  Inc.  in  this  transaction. 


Country  Media  Inc 


-Belie, 

Fourcl 


The  Belle  Fourche  (SD)  Bee 
The  Chadron  (NE)  Record 
Meade  County  (SD)  Times-Tribune 
Lawrence  County  (SD)  Centennial 

and  four  other  weekly  newspapers 
with  combined  circulation  of  12,300 


Kathleen  (Chip)  Twellman  Haley  has  been 
promoted  to  news  editor  of  the  Rome 
Daily  Sentinel.  Twellman  Haley  has  been 
a  reporter  and  part-time  editor  at  the 
Sentinel  since  1988. 


Don  Waterman  has  been  named  to  the  new 
position  of  vice  president/operations  for 
Ottaway  Newspapers  Inc.  in  Campbell 
Hall.  Waterman  has  served  as  Ottaway’s 
corporate  circulation  director  since 
October  1999. 


and  other  publications 


Lee  Enterprises  Inc 


Patti  McAluney  has  been  named  production 
director  of  The  Post-Standard  in  Syra¬ 
cuse.  McAluney  has  served  as  production 
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Dick  Smyser 

81,  Died  March  14 
FOUNDER,  THE  OAK  RIDGER, 
TENNESSEE 

N  Nov.  17,  1973, 
Dick  Smyser, 
founding  editor 
of  The  Oak  Ridger  news¬ 
paper  in  Tennessee, 
posed  a  question  to 
then-President  Richard 
Nixon  that  elicited 
Nixon’s  most  famed 
statement. 

During  the  Associated 
Press  Managing  Editors 
(APME)  convention  that 
year  in  Orlando,  Fla., 
Smyser  asked  the  presi¬ 
dent,  “To  what  extent  do 
you  think  this  explains 
possibly  how  something 
like  Watergate  can 
occur?”  Nixon’s  answer 
included  the  oft-quoted 
answer,  “People  have  got 


to  know  whether  or 
not  their  president  is 
a  crook.  Well,  I’m  not  a 
crook.” 

Smyser  was  named 
managing  editor  before 
the  Oak  Ridger’s  first 
edition  went  to  press  in 
January  1949.  The  news¬ 
paper  was  the  first  creat¬ 
ed  for  the  “secret  city” 
created  by  the  federal 
government  as  part  of 
the  Manhattan  Project. 

Gareth  Hiebert 

83,  Died  March  11 

COLUMNIST,  THE  FORMER 
ST.  PAUL  (MINN.)  DISPATCH 

The  citizens  of 
St.  Paul,  Minn., 
knew  him  as 
Oliver  Towne,  but  the 
real  name  of  the  man 
who  wrote  a  column 
about  his  beloved  city  for 


more  than  three  decades 
was  Gareth  Hiebert. 

Hiebert  began  writing 
his  column  for  the  for¬ 
mer  St.  Paul  Dispatch 
in  1954  and  continued 
until  he  retired  in  1986, 
one  year  after  the  news¬ 
paper  became  part  of  the 
St.  Paul  Pioneer  Press. 
Hiebert  was  perhaps  the 
city’s  biggest  fan,  and 
was  said  to  know  every 
street.  Which  is  not  sur¬ 
prising,  since  he  often 
rode  a  bicycle  to  work. 

After  his  retirement  in 
1986,  Hiebert  taught  at 
Metropolitan  State  Uni¬ 
versity,  wrote  articles, 
gave  speeches,  and  gave 
tours  of  the  city  he  knew 
like  the  back  of  his  hand. 

Hiebert  died  of  pneu¬ 
monia,  in  Regions 
Hospital  in  St.  Paul. 


tire  than  two  decades 
s  ueeess  I'u  1 1  y  reer u  i  t  i  ng 
superior  corporate  e.xeeutivcs. 
publishers,  editors,  managers 
in  all  departments. 

We  take  pride  in  the 
t|uality  of  our  personal  ser\  iee  .  .  . 
it  has  earned  us  many  close, 
long-term  relationships. 

//a/X-rr  6c .  ^r.  /? y 

IfiO.S  Colonial  Parkway  •  Suite  2(10 
Iinerness.  Illinois  6(M)67-47.12 
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CONNECTICUT 

Mary 
Dempsey 

has  been  pro¬ 
moted  to  editor 
of  The  Register 
Citizen  of  Torrington.  She  most 
recently  served  as  city  editor. 


its  sister  newspapers.  He  will  oversee  all 
the  Southern  Rhode  Island  Newspapers, 
including  The  North  Kingstown  Standard 
Times,  TheChariho  Times,  The  East 
Greenwich  Pendulum,  and  The  Coventry 
Courier,  as  well  as  The  Kent  County  Daily 
Times  in  West  Warwick. 

VIRGINIA 

Toinmy  Keeler  Jr.  has  been  promoted  to 
sports  editor  at  the  Northern  Virginia 
Daily  in  Strasburg,  from  sports  writer. 
Before  joining  the  sports  department, 
Keeler  worked  for  the  newspaper  as  a 
pressman’s  helper.  Harry  F.  Long  has  joined 
the  newspaper  as  production  manager. 

He  most  recently  was  a  press  operator  for 
RR  Donnelley  &  Sons  Co.  in  Lancaster, 

Pa.  Stacey  Rice  has  been  named  special 
sections  editor. 

Robyn  L.  Motley  has  been  appointed  vice 
president  and  chief  financial  officer  for 
the  Daily  Press  in  Newport  News.  Motley 
had  been  director  of  customer  accounting 
for  the  Daily  Press’  parent  organization, 
Tribune  Co.,  since  1999-  Gregory  C. 
Pedersen  has  been  named  vice  president 
and  advertising  director.  Since  1999  he 
has  served  as  advertising  director  for  the 
Press-Telegram  in  Long  Beach,  Calif 

WASHINGTON 
Chris  Sivula  has  been  named  editorial 
page  editor  of  the  Tri-City  Herald  in 
Kennewick.  Sivula  has  been  the  paper’s 
editorial  writer  since  2002.  He  joined 
the  newspaper  in  1982  and  worked  as  a 
reporter,  copy  editor,  and  assistant  city 
editor  before  joining  the  editorial  board. 

WISCONSIN 

Wayne  Sheldon  has  been  appointed  editor 
of  the  Coulee  News  in  West  Salem.  He  has 
taught  journalism  at  Grand  View  College 
in  Des  Moines,  Iowa,  and  worked  at  four 
weekly  papers  in  Wisconsin. 
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EDITORIAL 

SHOoniieiMEii 

Advisers  to  student  papers  are  mentors  to  the  newspaper 
industry’s  future.  So  why  are  they  treated  so  shabbily? 


Advisers  to  college  and 

high  school  student  newspa¬ 
pers  are  a  pretty  discouraged 
lot  these  days.  They  know 
that  if  their  newspaper  or  its  student 
journalists  get  crosswise  wdth  practically 
anyone  on  campus,  they’re  likely  to  be 
transferred  off  the  publication  or  fired 
outright. 

Last  year,  so  many  advisers  got  the 
boot  that  their  professional  association. 
College  Media  Advisers  (CMA),  took  to 
calling  2004  “The  Year  of  Advising 
Dangerously.”  CMA  has  a 
procedure  to  censure 
schools  that  act  particular¬ 
ly  egregiously  toward 
student  newspaper 
advisers,  but  it  had  little 
occasion  to  use  it  until 
recently.  In  2004  CMA 
censured  two  schools  in 
the  same  state.  And  there 
were  plenty  of  other 
disturbing  episodes. 

If  these  incidents  were  just  matters  of 
yet  another  faculty  member  falling  victim 
to  tbe  ludicrou.sly  bitter  internecine  feuds 
over  ephemera  that  flare  so  frequently  in 
the  Groves  of  Academe,  they  would  not 
deserve  the  newspaper  industry’s  atten¬ 
tion.  But  there  is  nothing  trifling  about 
what  is  happening  to  student  newspaper 
advisers.  Rather,  a  troubling  pattern 
is  emerging. 

A  student  newspaper  may  irritate  the 
college  or  high  school  administration 
with  a  “controversial”  article.  It  doesn’t 
matter  that  the  issue  at  hand  may  be  im¬ 
portant.  Marquette  University  in  January 
refused  to  renew  the  teaching  contract  of 
the  advisor  for  the  Marquette  Tribune, 


apparently  because  the  award-winning 
paper  dared  to  disclose  the  identity  of  a 
professor  whose  tuberculosis  —  the 
school  had  quietly  warned  a  few  students 
—  may  have  spread  in  classrooms. 

Or  the  administration  may  suddenly 
discovers  a  paper  has  “quality”  issues. 
That  happened  at  Kansas  State  Universi¬ 
ty  to  Collegian  advisor  Ron  Johnson,  a 
former  CMA  president  who  had  17 
straight  glowing  annual  reviews  in  his 
desk  drawer  when,  last  summer,  he  was 
booted  from  his  position  after  an  absurd¬ 
ly  cursory  “content  analy¬ 
sis”  of  papers  at  other 
Kansas  schools.  The  uni¬ 
versity,  pressured  by  a 
minority  student  group, 
decided  Johnson  had  to 
go  because  the  paper 
didn’t  cover  diversity 
issues  to  its  satisfaction. 

Kansas  State,  at  least, 
made  no  attempt  to 
disguise  this  increasingly  common  strate¬ 
gy  of  targeting  the  adviser  to  impose  the 
news  judgment  of  school  administrators. 
In  a  resolution  adopted  at  their  conven¬ 
tion  last  September,  the  Society  of  Pro¬ 
fessional  Journalists  (SPJ)  called  Kansas 
State’s  reassignment  of  Johnson  by  its 
true  name:  a  “clear  violation  of  the  prin¬ 
ciples  of  free  speech  and  a  free  press.” 

We  need  more  newspaper  industry 
groups  to  follow  the  lead  of  SPJ  and  the 
Student  Press  Law  Center  in  confronting 
these  systematic  attacks  on  the  student 
press  and  its  advisers.  As  never  before, 
the  industry  desperately  needs  a  new 
generation  of  journalists  and  business 
people  with  the  grounding  in  newspaper 
values  to  take  it  into  the  future. 


When  student 
advisers  are 
intimidated 
by  the  school 
administration, 
everyone  loses. 
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PRESSING  ISSUES 


Son,  take  a  good  look  around 


UtOUBIf  D  m  HI 


Local  population,  and  circ  at  my  first  paper,  have  plunged  as  a 
battle  between  the  ex-Gannett  daily  and  a  new  weekly  rumbles. 


You  NEVER  FORGET  YOUR  FIRST  NEWSPAPER  JOB, 

especially  when  it’s  the  only  one  you’ve  ever  had  — 
and  in  my  case  that’s  the  Niagara  Falls  (N.Y.) 
Gazette,  at  the  tail  end  of  the  1960s  when  it  was  still 
owned  by  Gannett.  It’s  now  known  simply  as  the 
Niagara  Gazette,  but  it’s  lost  more  than  just  part  of  its  logo. 

One  of  my  old  editors  there,  Don  Glynn,  recently  interviewed  me 
for  a  “Where  Are  They  Now?”  column.  Until  then,  I  didn’t  know  that 
anyone  in  “The  Falls”  wondered  what  happened  to  me.  The  last  time 
I’d  written  much  about  my  hometown  was  in  my  first  book,  almost 

25  years  ago,  which  was  partly  devoted  founded  in  1977-  One  Web  site  describes 


25  years  ago,  which  was  partly  devoted 
to  the  Love  Canal  disaster.  When  I  was 
growing  up,  the  city  was  booming.  The 
population  reached  beyond  100,000,  and 
the  circulation  of  the  paper  hit  60,000. 
Both  numbers  started  plummeting  in  the 
1970s  as  businesses  moved  out,  tourism 
faded,  and  the  city  botched  urban  renew¬ 
al.  Population  is  now  about  50,000  and 
circ  at  the  Gazette,  now  owned  by  Com¬ 
munity  Newspaper  Holdings  Inc.  (CNHI) 
has  fallen  to  22,386. 

Still,  there’s  an  old-fashioned  newspaper 
war  going  on,  between  the  Gazette  and  an 
upstart  tabloid  weekly  called  the  Niagara 
Falls  Reporter.  I’ve  kept  my  eye  on  it,  be¬ 
cause  stories  from  the  Reporter  keep  pop¬ 
ping  up  at  far-flung  Web  sites  and  a  couple 
of  my  old  friends  freelance  for  the  paper: 
Bill  Gallagher,  a  former  city  councilman 
who  now  covers  Detroit  for  Fox2  News,  and 
John  Hanchette,  my  mentor  at  the  Gazette, 
later  its  managing  editor  and  a  Pulitzer 
Prize  winner  for  Gannett  News  Service 
(and  occasional  contributor  to  E^P). 

The  Reporter,  it  turns  out,  is  edited  by 
Mike  Hudson,  frontman  for  the  legendary 
Cleveland  rock  ‘n’  roll  band  The  Pagans. 


Hudson  back  then  as  “a  local  journalist 
who  had  been  looking  for  a  musical  vehicle 
for  his  confrontational  wTiting  style.” 


Things  are  heating  up 
in  chilly  Niagara 
Falls,  N.Y.,  as  a  tab 
upstart  run  by  an 
ex-Pagan  takes  on 
my  old  newspaper. 


Hudson  hasn’t  changed.  On  March  1,  he 
called  Gazette  Publisher  Wayne  Lowman 
“a  minor-league  piece  of  garbage,”  an  “idiot,” 
and  challenged  him  to  “meet  me  in  the 
alleyway  outside  your  office.”  Last  Novem¬ 
ber,  Hudson  alleged  that  financial  problems 
and  incompetence  tainted  the  paper’s  cov¬ 
erage  and  management.  “The  once-proud 
Niagara  Gazette  now  finds  itself  lost  in  a 
miasma  of  corporate  greed,  editorial  medi¬ 
ocrity,  and  a  loser  mentality,”  he  wrote. 

After  that  ran,  Hudson  told  my  E^P 
colleague  Brian  Orloff  that  he  got  a  letter 
from  a  CNHI  lawyer  saying  he  needed  “to 


retract  everything  that  was  in  the  column.” 
Gazette  publisher  Lowman  declined  to  say 
much  to  E^P  beyond  this  statement:  “In 
a  column  Mr.  Hudson  made  some  fabrica¬ 
tions  about  the  Gazette  and  CNHI,  our 
parent  company.  They  simply  weren’t  true. 
We  sent  Mr.  Hudson  a  very  strongly  word¬ 
ed  letter  asking  for  clarification ....  There 
has  been  no  clarification.” 

Hudson  attributed  it  all  to  competition. 
“We  started  up  five  years  ago,  and  we  do 
23,000  copies  a  week,”  he  said.  “This  is  a 
depressed  economy  here.  We’re  competing 
for  the  advertising  dollars  for  sure.”  But 
Hudson’s  feelings  about  the  Gazette  tran¬ 
scend  business.  He  left  his  position  at  the 
Gazette  as  city  hall  reporter  and  columnist 
under  what  he  terms  ‘Taad”  circumstances, 
and  says  some  ex-colleagues  and  friends 
have  lately  lost  their  jobs  due  to  downsizing. 

“We  won’t  be  intimidated,”  he  said. 

“Three  years  ago,  we  were  doing  a  story 
about  a  corrupt  local  labor  union  here,  and 
I  got  worked  over  by  three  union  thugs  who 
are  now  under  federal  indictment.  But  they 
broke  my  nose  and  messed  me  up  pretty 
well.  So  to  get  a  letter  from  some  attorney 
in  North  Carolina  to  me  is  comical.  Maybe 
in  their  world  that’s  a  scary  thing.”  Still,  he 
admitted  the  column  in  question  “wasn’t 
one  of  my  best  moments.  I  was  angry.” 

For  an  informed,  if  not  completely  objec¬ 
tive  view,  I  called  my  old  friend  Hanchette, 
now  teaching  journalism  at  St.  Bonaven- 
ture  University.  Always  quick  with  a  quip, 
he  called  it  “ironic”  that  CNHI  has  “com- 
,  munity”  in  its  name,  adding 

up  that  he  “always  figured  that 
a  company  with  ‘holdings’ 

,  in  its  title  might  not  be 

L  Ld'D  interested  in  real  news.” 

He  called  the  Gazette, 
which  now  has  only  a 
1  on  handful  of  Niagara  Falls- 

DCr  based  reporters,  “a  shadow 

^  of  its  former  self”  and  this 

“shows  what  damage  corporate  ownership 
can  do  to  a  community  paper.”  CHNI  owns 
three  other  papers  in  the  area,  with  much 
shared  work. 

“There  used  to  be  people  at  the  Gazette 
telling  me  I  was  disloyal  for  knocking  my 
old  paper,”  he  recalled.  “Now  some  of  them 
have  been  laid  off.” 

Hanchette  said  he  gets  more  feedback  on 
his  stories  for  the  Reporter  “than  I  even  got 
at  USA  Today.  I’ll  go  up  there  and  people 
will  say,  ‘I  don’t  agree  with  what  you  wrote, 
but  thanks  to  the  Reporter  I  can  find  out 
what’s  really  going  on  in  town.’”  □ 
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Was  he  buffaloed? 


TO  MET  THE  VM 

As  other  journalists  face  jail  time,  the  TV  host  needs  to 
explain  why  he  agreed  to  testify  in  the  Valerie  Plame  probe 

IT’S  TIME  FOR  TiM  RuSSERT  TO  MEET  THE  PRESS.  It’S  TIME 
for  the  host  of  NBC’s  long-running,  Sunday  morning 
interview  program  to  stop  hiding  behind  his  bosses 
and  start  talking.  It’s  time  for  him  to  answer  questions 
about  his  secret  testimony,  delivered  under  oath  in  the 
Valerie  Plame  CIA-leak  case. 

It’s  long  past  time  for  Russert  to  explain  why  he  testified 
last  August  and  then  remained  a  high-profile  member  of  an 
organization  founded  35  years  ago  to  keep  reporters  away  from 
subpoena-toting  prosecutors.  That  organization.  The  Reporters 


Committee  For  Freedom  of  the  Press,  is 
a  leader  in  the  legal  fight  to  stop  special 
prosecutor  Patrick  J.  Fitzgerald  s  crusade 
to  catch  The  CIA  Leaker  and  jail  any 
reporter  who  resists  him. 

Russert  s  secret  testimony  has  become 
a  quiet  embarrassment  to  the  members 
of  the  Reporters  Committee,  whose 
members  have  until  now  kept  their 
opinions  to  themselves.  Russert’s  willing¬ 
ness  to  answer  Fitzgerald’s  questions  is 
astounding  because  he  is  a  member  of 
the  RCFP  steering  committee  along  with 
Earl  Caldwell,  the  former  New  York 
Times  reporter  whose  refiisal  to  obey  a 
Nixon  Administration  subpoena  was  the 
motivating  force  behind  the  committee’s 
formation. 

“I  was  stunned  when  I  found  out  that 
Russert  testified,”  said  Caldwell,  now 
an  endowed  professor  at  The  Scripps 
Howard  School  of  Journalism  and  Com¬ 
munication  at  Hampton  University  in 
Virginia.  “A  guy  like  Tim  Russert,  he 
should  know'  better.  But  he  didn’t  come 
out  of  journalism,  he  comes  out  of  poli¬ 
tics.  Maybe  he  sees  things  another  way.” 


But  whatever  Russert’s  early  training. 
Jack  Nelson,  one  of  the  founders  of  The 
Reporters  Committee,  saw  his  testimony 
as  an  affront  to  the  mission  of  the  organi¬ 


zation.  “It  was  sort  of  outrageous  that 
he  would  meet  secretly  with  the  prosecu¬ 
tor,”  said  Nelson,  the  former  Washington 
chief  of  the  Los  Angeles  Times.  “He 
should  be  transparent.  There  is  no  gag 
rule.  He  can  tell  the  public  what  he  said 
in  there.” 

Russert  knows  that  he  needs  to  explain 
himself.  At  a  Washington,  D.C.,  dinner 
in  March,  he  sought  out  Lucy  Dalglish, 
executive  director  of  the  Reporters 
Committee,  to  do  just  that.  “He  told  me 
he  didn’t  feel  comfortable  testifying,” 


Dalglish  told  me  during  a  recent  tele¬ 
phone  interview.  “He  said  that  the  prose¬ 
cutor  just  wanted  to  know  what  he  told 
‘Scooter’  Libby  in  their  conversation.” 

According  to  Dalglish,  Lewis  “Scooter” 
Libby,  chief  of  staff  to  Vice  President 
Dick  Cheney,  apparently  discussed  with 
Russert  Robert  Novak’s  July  2003  col¬ 
umn  that  outed  CIA  agent  Valerie  Plame. 
“Tim  said  Fitzgerald  wanted  to  know 
what  he  said  to  Libby,”  she  said.  “And 
Tim  told  him.” 

Libby  had  been  widely  speculated  as 
one  of  sources  on  the  Plame  disclosure 
for  at  least  four  reporters  involved  in  the 
case:  Walter  Pincus  and  Glenn  Kessler  of 
The  Washington  Post,  Matt  Cooper  of 
Time  magazine,  and  Russert.  That  quar¬ 
tet  agreed  to  testify  after  Libby  signed  a 
waiver  releasing  them  from  a  confiden¬ 
tiality  agreement.  Cooper  has  since  been 
subpoenaed  again,  but  this  time  is  refus¬ 
ing  to  testify,  prompting  a  judge  to  hold 
him  in  contempt. 

The  four  reporters  have  all  issued 
statements  claiming  they  gave  limited 
testimony,  but  have  refused  to  explain 
just  how  limited  their  answers  were. 

Instead  they  have  complained  that 
Novak,  the  columnist  who  broke  the  CIA 
story,  refuses  to  reveal  whether  he  was 
even  subpoenaed.  It’s  a  valid  criticism, 
but  one  that  doesn’t  excuse  their  willing¬ 
ness  to  testify. 

David  Kidwell,  a  Miami  Herald  re¬ 
porter  who  was  once  jailed  to  avoid  testi¬ 
fying  before  a  grand  jury,  said  the  four 
reporters  compromised 
all  journalists  by  testify¬ 
ing.  “When  reporters  cut 
deals,  when  they  rational¬ 
ize  themselves  by  testify¬ 
ing,  they  are  acting  as  a 
government  snitch,”  he 
said.  “We  are  supposed 
to  be  policing  the  govern-  i  ’ 
ment,  not  allowing  our¬ 
selves  to  be  co-opted  by  it.”  He  said  the 
case  also  confuses  the  public:  “What  is 
a  judge  to  think  when  Russert  and  the 
others  have  said  that  principles  are  not  : 
that  important?” 

What  does  Russert  say  about  that?  He 
is  standing  behind  his  corporate  leaders, 
who  issued  a  statement  through  Barbara 
Levin,  communications  director  for  NBC 
News,  that  read,  in  part:  “Tim  Russert  is 
a  stalwart  supporter  of  the  right  to  gather 
news,  unfettered  by  government  interfer-  , ; 
ence  or  inquiries.”  □  i ; 


Earl  Caldwell  said 
Russert  “didn’t  come 
out  of  journalism,  he 
comes  out  of  politics. 
Maybe  he  sees  things 
another  way.” 
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'Journalism  is  a  world  full  of  connections/ 
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The  Knight  Chairholders  are  professional  journalists  like  Peggy  Kuhr 
of  Kansas  and  Ed  Wasserman  of  Washington  &  Lee.  Individually,  they 
inspire  excellence.  Collectively,  they  collaborate  and  innovate  to 
improve  American  journalism  in  ways  that  can  be  seen  as  a  powerful 
network.  The  chairholders  visited  The  Poynter  Institute  recently  to 
learn  about  NewsU  -  Poynter's  e-learning  site  |www.newsu/orqL 
featuring  training  for  journalists  anytime,  anywhere.  It'll  serve  as  a 
gateway  to  the  Knight  Chairs  and  their  expertise.  As  Poynter's 
Howard  Finberg  observed:  'Journalism  is  a  world  of  connections.' 

For  more  on  the  Knight  Chairs,  on  Knight  Foundation  and  NewsU, 
visit  www.kniohtfdn.orq. 


John  S.  and  James  L. 

Knight  Foundation 

Promoting  journalism  excellence  worldwide 
and  investing  in  the  vitality  of  26  U.S.  communities. 


In  six  years,  ivith  two  major 
deals,  Mary  E.  Junek  has  turned 
Lee  Enterprises  into  a  major  player. 


Mary  Junck  says  that  when  something  works  at  Lee  Enterprises,  “we  don't  hide 
it  away.  We  want  to  get  it  across  the  system  to  see  if  it'll  work  in  other  markets. 


Publisher  OF  THE  Year  2005 


BY  MARK  FITZGERALD 

By  the  time  Mary  E.  Junck  arrived  at 
Lee  Enterprises  in  the  summer  of  1999 
at  the  age  of  50,  she  was  no  stranger  to 
running  newspapers.  She’d  been 
fast-tracked  through  Knight 
Ridder,  served  as  publisher  of  The  Sun  in 
Baltimore,  and  had  wound  up  her  seven- 
year  tenure  at  the  old  Times  Mirror  Co., 
running  all  of  its  East  Coast  papers. 

Lee’s  chairman  at  the  time,  Richard 
D.  “Dick”  Gottlieb,  felt  so  good  about 
his  new  COO  recruit  that  he  elevated  her 
to  president  in  six  months,  and  CEO  a 
year  after  that.  “After  working  with  her  for 
a  couple  of  years,”  he  says  from  his  home  in 
Arizona,  “it  became  incredibly  apparent  that  I 
could  retire  very  easily,  giving  our  folks,  our  com 
munity,  and  our  shareholders  just  a  wonderful 
leader.  We  didn’t  need  two  of  us  running  the  place.’ 

Gottlieb  stepped  down,  and  in  2002,  Junck  became 
not  just  the  first  woman  to  head  up  Lee,  but  also  the 
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Clockwise  from  top:  Mary  Junck 
listens  during  the  Lee  Editors' 
Meeting  in  Rosemont,  III.;  leading 
members  of  her  daughter’s  Girl 
Scout  troop  in  Iowa;  moments 
before  firing  her  starting  pistol  at 
the  Quad-City  (Iowa)  Times  Bix  7 
race;  with  Miami  Herald  VP/Ad 
Director  John  Kosanke,  left,  during 
a  marketing  presentation  in  1979 


first  chairman  in  the  119-year-old  company 
who  was  not  related  by  blood  or  marriage  to 
the  founding  Lee  and  Adler  families.  So  what 
could  Junck  —  schooled  at  two  of  the  biggest 
and  most  sophisticated  chains  in  the  busi¬ 
ness  —  learn  at  tbe  top  of  Lee,  a  collection  of 
mostly  smaller  papers  that  sold  off  all  its 
television  holdings  just  as  she  arrived? 

On  a  chilly  late-winter  afternoon  with  the 
sun  bouncing  off" the  Mississippi  River  and 
into  her  comer  office  in  Lees  new  digs  in 
downtown  Davenport,  Iowa,  Mary  E.  Junck, 
57,  has  a  quick  answ'er:  “Acquisitions.” 

There  are  several  reasons  that  Junck, 
chairman,  president  and  CEO  of  Lee  Enter¬ 
prises  Inc.,  is  E£slFs  Publisher  of  the  Year,  but 
one  achievement  looms  so  large  it  threatens 
to  obscure  all  the  others:  The  unexpected 
$1.4  billion  cash  deal  to  acquire  Pulitzer  Inc. 

In  one  fell  swoop,  the  acquisition  propels 
Lee  to  the  rank  of  fourth  largest  U.S.  publish¬ 
er  in  terms  of  dailies  owned  (58  in  23  states), 
and  seventh  largest  in  terms  of  circulation 
(1.7  million  w^eekdays  and  2  million  on  Sun- 
daj's).  When  the  deal  closes,  probably  in  May, 
Lee  will  be  a  billion-dollar  baby  as  Pulitzer 
adds  $440  million  to  combined  revenue  that 
will  total  $1.14  billion. 

Pulitzer  represents  tbe  second  big  growth 
spurt  under  Junck’s  leadership.  In  2002, 
the  chain  swallowed  up  the  16  dailies  of 
How  ard  Publications  in  a  $694  million  deal 
that  increased  its  revenues  by  50%  and  its 
circulation  by  75%.  Last  year,  Lee  swapped 


two  former  Howard  dailies.  The  Leader  in 
Corning,  N.Y.,  and  The  Journal  Sta  ndard 
in  Freeport,  Ill.,  for  a  pair  of  dailies  and 
five  weeklies  owned  by  Liberty  Group 
Publishing. 


“At  the  Baltimore  Sun”  Junck  says,  “we 
did  a  couple  of  smaller  acquisitions.  They 
were  important  for  the  Sun,  but  combined 
they  totaled  maybe  $25  million  to  $30 
million.  With  [Pulitzer]  and  Howard,  it’s 
over  $2  billion.  So  I’ve  learned  a  lot  about 
acquisitions.” 

Take  it  to  the  bank 

But  while  the  Pulitzer  deal  took  many  ana¬ 
lysts  by  surprise  —  their  favorite  in  the  bid¬ 
ding  war  was  Gannett  Co.  —  it  was  just  what 
Junck  had  been  working  for  rirtually  since 
ber  arrival  at  Lee. 

“She  put  together  an  acquisitions  team 
that  met  literally  every  Friday,”  says  Greg 
Veon,  vice  president  of  publishing.  Lee 
executives  looked  at  papers  that  came  on 
the  market,  and  knocked  on  the  doors  of 
those  that  weren’t  for  sale.  Veon  says  they 
had  a  consistent  message  to  Wall  Street: 
“What  we  said  was,  we’re  in  the  market  for 
papers  of 30,000-plus  circulation  in  good 
to  better  markets  —  and  by  golly,  we  were 
going  to  look  for  them.” 

Wall  Street  and  the  newspaper  industry 
has  learned  to  take  what  Maiy  Junck  says 
very,  very  seriously.  The  CEO  has  reinforced 
a  corporate  culture  that  makes  no  empty 
promises,  says  Greg  Schermer,  the  vice  presi¬ 
dent  for  interactive  media  whose  great¬ 
grandfather  was  Lee  co-founder  E.P.  Adler. 
“When  someone  says  they’re  going  to  do 
something  around  here,  they’re  expected 
to  do  it,”  Schermer  says. 

There  was  a  time  when  The  Street  was 
impatient  with  Junck.  “They  said,  “You’ve  got 
a  wonderful  little  pot  at  the  end  of  the  end  of 
the  rainbow’”  from  selling  all  the  TV  stations, 
Gottlieb  recalls.  “But  sbe  knew  that  we  just 


32  EDITOK& PUBLISHER  APRIL  2005 


www.editorandpublisher.com 


IITH/tHF.  times  rosemont;  JOHN  schultz/quad-city  T1ME5 


Howard  appears  barely  to  have  shopped  its 
papers  anywhere  else.  Junck  met  with 
Pulitzer  family  members  who  control  the 
largest  voting  stake  in  the  publicly  traded 

3  company,  and  clearly  im¬ 
pressed  them.  “She  is  the 
leader  of  the  ‘A’  team,  and  is 
often,  though  not  always,  the 
one  who  has  taken  the  lead 
in  making  that  kind  of  top- 
to-top  contact,”  says  Lee  CFO 
Carl  Schmidt. 


nies  turn  up  on  the  industry  ’s  police  blotter, 
Lee  is  apparently  squeaky  clean  —  a  pioneer 
in  transparent  corporate  governance  with  in¬ 
ternal  controls  and  small  route  sizes  that 
make  circulation  scandals  unlikely. 

And  while  Lee  is  borrowing  $1.55  billion 
to  pull  oft" the  all-cash  Pulitzer  deal,  its 
debt  level  of  about  5.5  times  operating  cash 
flow  at  closing  will  fall  rapidly  because  of 
Pulitzer’s  added  cash  flow,  the  company 
argues.  “It’s  more  leverage  than  there’s  been 
historically,  but  it’s  not  over-leveraged  by 
any  stretch  of  the  imagination,”  CFO 
Schmidt  says. 

The  blockbuster  deals  overshadow  the 
growth  Junck  and  individual  Lee  publishers 
—  who  are  given  considerable  autonomy  by 
corporate  HQ  —  have  engineered  through 
lower-profile  acquisitions  and  the  creation 
of  a  broad  range  of  nicbe  publications. 

For  instance,  few  in  the  newspaper 
industry  paid  much  attention  last  year  when 
Lee  bought  the  agriculture  publication  Icrwa 
Farmer  Today.  But  with  that  acquisition,  Lee 
now  has  eight  “ag”  papers  with  a  controlled 
circulation  of 500,000  —  and  an  e.xtensive 
database  it  can  slice  any  number  of  ways  for 
advertisers,  or  to  spin  off  new  products. 

Most  Lee  product  extensions  are  local 


Junck  speaks  with  Gary  Sawyer,  left,  editor 
of  the  Herald  &  Review  in  Decatur,  III.,  and 
Gary  Metro,  right,  senior  managing  editor 
of  The  Times  in  Munster,  Ind.,  in  March. 


a  Sunny  side  of  the  street 

Wall  Street  likes  Mary 
Junck  now.  In  most  big 
mergers  and  acquisitions, 
the  buyer’s  stock  price  takes 
a  hit  right  after  the  deal  is 
announced.  Lee’s  stock  went 
up  the  day  the  Pulitzer 
acquisition  became  public. 

Lee  is  the  sort  of  newspaper  company 
Wall  Street  cheers  on.  Its  operating  margin 
of  21.4%  is  among  the  highest  in  the  newspa¬ 
per  industry.  In  its  fiscal  year  2004,  earnings 
per  share  climbed  a  healthy  9.7%,  and  the 
stock  price  increased  20%.  In  an  era  when 
some  of  the  best  regarded  newspaper  compa¬ 


don’t  go  spending  money.  She  waited  very 
patiently  and  dealt  with  the  Howard  people 
fairly,  and  integrated  them  beautifully.” 

In  both  the  Pulitzer  and  Howard  deals, 
Lee  sped  to  the  front  before  virtually  anyone 
else  knew  there  was  a  race.  Both  companies 
invited  Lee  to  bid,  and  the  family-owned 
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This  is  Ted.  Ted  is  very  happy.  Things  have  gone  very  well  for  him  and 
his  newspaper  since  installing  BRAINWORKS™.  His  sales  are  up.  His 
outside  reps  are  maximizing  face-time  by  using  their  remote  wireless 
tools.  His  customers  are  buying  ads  on  the  web.  And  his  marketing 
department  has  multiplied  their  opportunities.  Best  of  all.  at  the  touch 
of  a  button,  he  instantly  sees  how  all  of  his  departments  are  doing. 
From  Classified  to  Display  Advertising— even  Circulation! 

It’s  time  for  you  to  be  this  happy  too.  Get  totally  wired  with  BRAINWORKS. 
The  user-friendly,  feature-rich  advertising  software  adored  by  newspaper 
advertising  departments  throughout  North  America. 

Get  happy-call  BRAINWORKS  today. 


Circulation  •  Classified  Advertising  •  Database  Marketing 
Display  Advertising  •  Pagination  •  Billing /Accounts  Receivable 
Sales  Force  Automation  •  Web/ Palm  Access 


Brainworks 

Software 


BRAINWORKS  CAFE 

NOURISHMENT.  ENLIGHTENMENT 


1 00  South  Main  Street  /  Soyville,  NY  1 1 782 
Tel:  800-755-1  111/  Fax:  631-563-6320 
www.brainworks.com  /  info@brainworks.com 


Visit  NEXPO  booth  1920  &  America  East  89  lor  FREE  COFFEE 
and  catch  the  buzz  on  our  NEW!  Circuiation  Software. 
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and  common  sense,  but  there’s 
some  magic  to  it,”  she  says.  “Some¬ 
how  this  magical  little  card  has 
made  it  clear  what  our  goals  are, 
that  we  care  about  our  financial 
goals  and  we  care  about  the  quality 
of  our  journalism.” 


initiatives.  The  41,182-circulation 
Sioux  City  (Iowa)  Journal  alone 
publishes  at  least  nine  free-standing 
publications  ranging  from  The 
Siouxland  Weekly  Shopper  to  the  slick- 
paper  Siouxland  Home  and  Living. 

The  Wisconsin  State  Journal  last  ye£U’ 
launched  corexveekly,  a  free-distri- 
bution  alternative  weekly  aimed  at  ■ 
Madison’s  big  college-aged  popula¬ 
tion.  The  Lincoln  (Neb.)  Journal  5 

Star  has  taken  the  chain  into  t 

Spanish-language  publishing  with  its  1 
purchase  of  the  weekly  Hispanos 
Unidos.  Some  Lee  papors  are  also 
introducing  a  bit  of  Park  Avenue  into 
their  Green  Acres  markets  with  slick 
magazine-style  pubs  targeting  upscale 
readers.  In  Nebraska,  for  instance,  the 
Journal  Star  has  launched  L  in  its 
hometovwi  of  Lincoln  and  One,  for 
Omaha,  Neb. 

Lee’s  culture  encourages  publishers  to 
share  ideas.  “If  something  works,”  Junck 
says,  “we  don’t  sort  of  hide  it  away  —  we 
want  to  get  it  across  the  system  to  see  if 
it’ll  work  in  other  markets.” 


If  Balancing  work  and  life 

H  Those  who’ve  worked  with  Junck 
j  say  part  of  the  magic  is  her  own  in- 
I  tegrity.  Walker  Lundy  was  hired  by 
Junck  to  be  publisher  of  the  St.  Paul 
(Minn.)  Pioneer  Press,  and  retired  in 
2003  as  editor  of  The  Philadelphia 
Inquirer.  He  says  as  an  editor  he  never 
felt  much  more  than  tolerated  by  any 
publisher  —  except  Junck.  “She  was 
■f  I  one  of  the  veiy  few  people  in  this  busi- 
fuee  ness  that  it  was  really  fun  to  work 

I  ^  for,”  he  says  from  his  home  in  North 
»  Q  :  Carolina.  “She  is  truly  a  decent 
■§  ^  :  human  being,  not  necessarily  a 
2  (D  common  trait  for  publishers.  She 
»  S  didn’t  drive  you,  you  just  wanted  to 

X  5  do  well  for  Mary.” 
j  Lundy  notes  that  in  coming  to  the 

9  S2,i  then-much-smaller  Lee  from  Times 
^  Mirror,  Junck  veered  from  the  con- 
ventional  career  track.  “There  weren’t 
many  people  who  would  go  from  the 
job  she  had  to  any  job  in  Iowa,  but  she  has  a 
complete  life,  not  just  a  work  life,”  he  says. 

Moving  to  Iowa,  Junck  was  going  home 
again.  She  grew  up  on  a  farm  in  Ogden, 
just  a  few  miles  from  the  geographic  center 
of  the  state.  “To  people  who  aren’t  Midwest¬ 
erners,  it  might  have  seemed  untraditional 
or,  I  don’t  know,  strange,”  she  says.  “I  think 
the  fact  that  I  grew  up  out  here  made  it 
easier  for  me  to  figure  out  I  could  live  in 
Iowa.” 

She  quickly  adopted  an  Iowa  lifestyle, 
teaching  Sunday  School  at  her  church  and 
leading  a  Girl  Scout  troop  when  her  daugh¬ 
ter  was  young.  Recently  she  was  another 
nervous  mom  looking  on  as  her  daughter, 
now  in  high  school,  performed  her  first  tuba 
solo  in  a  judged  recital.  Her  philosophy  on 
balancing  work  and  pjersonal  life,  Junck  says, 
is  basically  just  do  it:  “Your  family  needs  to 
be  at  the  top  or  your  list,  and  so  you  juggle 
things  and  if  you  have  to  make  adjustments, 
you  make  adjustments.” 

In  college  and  graduate  school  Junck 
studied  to  be  a  reporter,  but  her  first  job 
was  market-research  manager  at  The 
Charlotte  (N.C.)  Observer  —  and  a  business- 
side  newspaper  executive  was  bom.  She 
moved  to  The  Miami  Herald  and  then  the 
Pioneer  Press,  where  she  was  promoted  to 
publisher  in  1990.  Two  years  later  she  was 


Mary's  prayer  card  L 

while  Lee  publishers  wield  consider¬ 
able  decision-making  authority,  they  are  all, 
literally,  on  the  same  page  —  the  business 
card-sized  listing  of  five  corporate  goals  and 
related  action  plans  that’s  formally  called 
the  Priority  Card,  but  is  more  widely  known 
around  the  company  as  “Mary’s  prayer  card.” 

Every  year,  key  executives  gather  to  review 
Lee’s  priorities,  and  sometimes  they’ll  even 
tweak  the  wording  of  the  goals.  The  top  pri¬ 
ority,  however,  hasn’t  changed  a  letter  in  the 
five  years  since  Junck  introduced  it:  Groxe 
revenue  creatively  and  rapidly. 

“We  don’t  do  strategies  dujour  at  Lee,” 
says  Michael  Phelps,  publisher  of  Lee’s  flag¬ 
ship  Quad-City  Times  in  DavenpK)rt,  Iowa. 

Since  the  Pulitzer  acquisition,  Junck  has 
been  telling  anyone  who’ll  listen  that  Lee 
emphasizes  growing  top-line  revenue  over 
cost-cutting.  Around  the  chain  they  believe 
it.  That  philosophy  is  a  big  reason  publisher 
Dick  High  stayed  on  when  the  North  County 


Among  Lee's  current  product  extensions 
are,  from  top,  Hispanos  Unidos,  Siouxland 
Home  and  Living,  L,  One,  and  coreweekly. 


Times  in  Escondido,  Calif,  changed  from  a 
Howard  to  a  Lee  paper.  “It  has  a  clear  growth 
strategy,”  he  says.  “They  believe  in  the  future 
of  newspapers,  and  that’s  critical,  because  a 
lot  of  companies,  I  think,  don’t  —  and  they 
act  like  it.  If  I  have  a  choice,  give  me  a  com¬ 
pany,  and  a  CEO  in  this  case,  that  believes 
in  newspapers.” 

Roseanne  Cheeseman  was  at  the  paper 
at  the  same  time.  “I  can  tell  you,  as  a  sales 
manager,  when  Mary  Junck  came  in  and 
said  we  focus  on  top-line  revenue  growth, 
that  really  resonated  with  me,”  she  says. 

Now  Cheeseman  is  Lee’s  vice  president  for 
sales  and  marketing,  in  charge  of  the  chain’s 
famous  “sales  blitzes”  that  pair  sales  experts 
armed  with  research  with  salespeople  at  a 
local  paper  to  attack  specific  problems,  such 
as  selling  against  Yellow  Pages  or 
reviving  dead  accounts. 

”*  "*  ,  Junck  is  critical  to  the  success  of 

the  growth  philosophy,  which  is  not 
^  exactly  unique  to  Lee,  says  Julie 

Bechtel,  publisher  of  The  Bismarck 
(N.D.)  Tribune.  “It  seems  veiy  basic 


Lee  states  its  priorities  on  what  has  come 
to  be  known  as  “Mary’s  Prayer  Card." 
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Lee  Enterprises  Daily  Newspapers 


's  acquisition  of 
is  finalized,  Lee’s 
"t  /  properties  will  include  58 
^  dailies  in  23  states. 


Lee’s  Daily  Papers 
Howard  Dailies  (acquired  2002) 
Pulitzer  Dailies  (acquired  2005) 


Lee’s  daily  newspapers 


Circulation  Sunday  Circulation 

1. 

Wisconsin  State  Journal 

and  The  Capital  Tinies**Madison,  Wis. 

110,290 

152,943 

2. 

Lincoln  Journal  Star  Lincoln,  Neb. 

74,893 

84,149 

3. 

Quad-City  Times  Davenport,  Iowa 

51,892 

72,168 

4. 

Billings  Gazette  Billings,  Mont. 

47,105 

52,434 

5. 

Herald  &  Review  Decatur,  III. 

34,976 

42,357 

6. 

La  Crosse  Tribune  La  Crosse,  Wis. 

31,852 

41,432 

7. 

Missoulian  Missoula,  Mont. 

30,466 

34,855 

8. 

Rapid  City  Journal  Rapid  City,  S.D. 

29,696 

34,222 

9. 

The  Journal  Times  Racine,  Wis. 

28,934 

30,909 

10. 

The  Southern  Illinoisan  Carbondale,  III. 

27,671 

36,014 

11. 

The  Bismarck  Tribune  Bismarck,  N.D. 

27,620 

31,081 

12. 

Globe  Gazette  Mason  City,  Iowa 

18,963 

23,311 

13. 

Democrat-Herald  Albany,  Ore. 

17,702 

17,630 

14. 

Independent  Record  Helena,  Mont. 

14,254 

14,788 

15. 

The  Montana  Standard  Butte,  Mont. 

13,943 

14,135 

16. 

Corvallis  Gazette-Times  Corvallis,  Ore. 

11,999 

12,195 

17. 

Winona  Daily  News  Winona,  Minn. 

11,128 

12,920 

18. 

Daily  Citizen**  Beaver  Dam,  Wis. 

10,315 

— 

19. 

Columbus  Telegram  Columbus,  Neb. 

9,394 

10,300 

20. 

Fremont  Tribune  Fremont,  Neb. 

8,187 

— 

21. 

Muscatine  Journal  Muscatine,  Iowa 

8,106 

— 

22. 

Beatrice  Daily  Sun  Beatrice,  Neb. 

8,065 

— 

23. 

Ravalli  Republic  Hamilton,  Mont. 

5,268 

— 

24. 

Portage  Daily  Register**  Portage,  Wis. 

5,221 

— 

25. 

Elko  Daily  Free  Press  Elko,  Nev. 

8,485 

— 

26. 

The  Chippewa  Herald  Chippewa  Falls,  Wis. 

6,924 

7,006 

27. 

Shawano  Leader**  Shawano,  Wis. 

6,291 

6,732 

28. 

South  Idaho  Press  Burley,  Idaho 

5,133 

5,133 

29. 

Baraboo  News  Republic**  Baraboo,  Wis. 

4,257 

— 

**  Published  by  Madison  Newspapers,  Inc.;  doing  business  as  Capital  Newspapers,  which  Lee 
owns  jointly  with  the  Capital  Times  Co. 


Howard  Publications  dailies  acquired  in  2002 


Circulation  Sunday  Circulation 

1. 

North  County  Times  Oceanside/  Escondido,  Calif.  93,051 

97,204 

2. 

The  Times  Munster,  Ind. 

86,933 

93,463 

3. 

Waterloo-Cedar  Falls  Courier  Waterloo,  Iowa 

42,679 

51,836 

4. 

Sioux  City  Journal  Sioux  City,  Iowa 

41,182 

42,268 

5. 

The  Post-Star  Glens  Falls,  N.Y 

34,447 

37,550 

6. 

Casper  Star-Tribune  Casper,  Wyo. 

30,790 

33,289 

7. 

The  Times-News  Twin  Falls,  Idaho 

21,440 

21,480 

8. 

The  Daily  News  Longview,  Wash. 

21,257 

20,895 

9. 

The  Times  and  Democrat  Orangeburg,  S.C. 

17,947 

17,712 

10. 

The  Sentinel  Carlisle,  Pa. 

14,543 

15,037 

11. 

The  Citizen  Auburn,  N.Y 

12,336 

14,778 

12. 

Journal  Gazette  Mattoon,  III. 

10,962 

— 

13. 

The  Ledger  Independent  Maysville,  Ky. 

8,805 

— 

14. 

Times-Courier  Charleston,  III. 

6,980 

— 

Pulitzer  dailies  included  in  pending  acquisition 

Newspaper 

Circulation  Sunday  Circulation 

1. 

St.  Louis  Post-Dispatch  St.  Louis,  Mo. 

286,310 

449,845 

2. 

Arizona  Daily  Star  Tucson,  Ariz. 

100,824 

161,957 

3. 

The  Pantagraph  Bloomington,  III. 

47,083 

50,207 

4. 

The  Daily  Herald  Provo,  Utah 

30,871 

34,324 

5. 

Santa  Maria  Times  Santa  Maria,  Calif. 

17,880 

18,485 

6. 

The  Napa  Valley  Register  Napa,  Calif. 

17,851 

18,665 

7. 

The  Sentinel  Hanford,  Calif. 

13,001 

13,660 

8. 

The  World  Coos  Bay,  Ore. 

13,010 

14,418 

9. 

Arizona  Daily  Sun  Flagstaff,  Ariz. 

11,462 

12,488 

10. 

Daily  Chronicle  DeKalb,  III. 

8,964 

10,267 

11. 

The  Garden  Island  Lihue,  Hawaii 

8,677 

9,130 

12. 

Daily  Journal  Park  Hills,  Mo. 

8,214 

8,284 

13. 

The  Lompoc  Record  Lompoc,  Calif. 

6,967 

7,377 

14. 

The  Daily  News  Rhinelander,  Wis. 

3,708 

4,059 
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Louis-based  Pulitzer.  The  flagship  St. 
Louis  Post-Dispatch  is  three  times  the  size 
of  Lee’s  biggest,  the  93,051-circulation 
North  County  Times.  “We  like  it  here,” 
Junck  says,  as  she  and  a  visitor  look  out 
toward  the  railroad  trestle  across  the 
Mississippi  where  eagles  frequently  gather 
in  winter.  “I  think  this  is  a  good  place 
for  us  to  be.”  □ 


luck,”  Gottlieb  said.  “I  knew  her  reputa¬ 
tion  as  a  leader  in  the  industry.  Her  value 
system  is  impeccable  —  and  her  ego  is 
way  under  control.” 

Junck  recalls,  “I  liked  Dick  Gottlieb 
a  lot,  and  it  seemed  like  a  terrific  opportu¬ 
nity.” 

Neither  Junck  nor  Lee  is  moving  from 
Iowa,  even  after  the  deal  closes  on  St. 


named  publisher  of  the  Baltimore  Sun  and 
began  her  ascent  at  Times  Mirror. 

When  Lee’s  chairman,  Dick  Gottlieb, 
was  looking  for  someone  to  be  his  eventu¬ 
al  successor,  Junck  was  at  the  top  of  his 
private  list  of  candidates.  As  it  turned  out, 
Junck  had  just  decided  to  leave  Times 
Mirror. 

“Talk  about  wonderful,  fabulous  dumb 


5  revenue  ideas,  we  also  talk 

J  ^  about  our  news  objectives: 

3l  how  to  be  local,  and  how  to 

torially  under  Lee’s  ownership,  engage  our  readers,”  says  Julie 
Lee  executives  say  the  em-  Bechtel,  publisher  of  The 
phasis  on  improving  the  chain’s  Bismarck  (N.D.)  Tribune. 
journalism  begins  at  the  top.  Under  Junck,  Lee  is  providing 
“I  guarantee  you  there’s  not  a  more  newsroom  training 
publisher  in  Lee  that  ignores  and  resources, 
his  newsroom  —  because  he  Lee  has  always  published 

knows  it’s  important  to  Mary  some  well-regarded  papers, 
[Junck],”  says  Stoeffler.  “I  tell  such  as  the  Wisconsin  State 

everybody,  she  gets  it  about  Journal  in  Madison,  which 

journalism.  She’s  someone  often  practices  civic  and  inves- 
~  tigative  journalism.  But  now 

’  "1  other  Lee  papers  are  attract- 

ing  attention.  This  year,  John 
M  M.  Humenik,  editor  of  Lee’s 

\  it 

I  »f|l  Davenport,  Iowa,  was  named 

■  ,  I  editor  of  the  year  by  Suburban 

1  Newspapers  of  America.  The 

i  ’  » .zaK  93,051-circulation  ATortA  Coun- 

\  V  ^  Times  in  Escondido,  Calif., 

has  sent  reporters  to  Iraq  three 
times  —  though  Publisher  Dick 
High  is  quick  to  point  out  that 
with  the  Camp  Pendleton 
Marine  Corps  Base  so  close  by, 
Iraq  is  a  local  story. 

Lee’s  journalism  these  days 
also  has  room  for  experiments 
who  really  likes  news.”  like  the  teenage  newspaper/ 

Junck  created  Stoeffler ’s  Web  product  a  class  of  North- 

position,  going  ahead  with  it  western  University  j-school 

even  as  the  newspaper  business  graduate  students  created  for 
was  careening  in  the  aftermath  the  Quad-City  Times,  called 
of  the  9/11  terror  attacks.  It  Your  Mom.  Hillary  Rhodes,  24, 

may  also  be  a  mark  of  editorial  now  runs  Your  Mom  from  an 

content’s  increasingly  impor-  office-tumed-teenage-hangout 

tant  role  that  Stoeffler  is,  along  in  the  Times  newsroom, 
with  the  usual  financial  execu-  The  paper  certainly  shows  a 

tives,  a  key  player  in  Lee’s  flair  for  tapping  into  true  teen 

merger-and-acquisitions  team,  taste  and  humor.  It  recently 
Junck  is  also  as  likely  to  lead  asked  local  teens  in  a  mall  what 
corporate  discussions  about  they  were  giving  up  for  Lent, 

journalism  as  about  making  “Pissing  in  the  pool,”  responded 
margins,  Lee  publishers  say.  one  kid  from  Davenport  West 
“When  we  get  together  in  High  School, 

meetings  and  talk  about  new  —  Mark  Fitzgerald 


Editor  Hillary  Rhodes 
leads  her  team  at  Your 
Mom  from  the  Quad- 
City  Times  newsroom. 
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"building  the  future  with  vision  and  trust" 

...  key  words  for  SCAMA 
and  Vision  Data  Classified  systems! 


At  the  recent  Southern  Classified  Advertising  Managers 
(SCAMA)  annual  meeting  in  Charlotte,  NC,  the  theme  the 
basic  theme  of  "Rev  Up  the  Revenue"  was  supported  by  a 
strong  call  for  "Reinvention  and  Transformation"  of  the  newspaper 
classified  industry,  reversing  newspapers'  continuing  loss  of 
market  share  in  the  classified  industry. 

During  a  panel  discussion  on  the  "State  of  the  Industry",  panelists 
made  several  important  points: 

1.  We  must  develop  "salespeople",  focused  on  out-bound 
selling  vs.  inbound  ad-taking. 

2.  We  must  learn  more  about  our  customers,  singly  and 
collectively. 

3.  We  must  implement  a  multi-media  strategy. 

4.  We  must  focus  on  building  our  private  party  and 
readership  bases. 

5.  We  must  improve  our  web  order  entry  screens  and 
procedures  "as  this  is  our  future." 

The  "vision"  of  the  classifies  industry  that  generated  these  "needs" 
expressed  by  the  folks  at  SCAMA  share  the  same  industry  vision 
that  has  been  driving  the  development  of  Vision  Data  Total 
Advertising  Classified  systems  for  the  past  several  years,  resulting 
in  today's  feature-rich  system. 

Vision  Data's  newly  released  "Vision  Customer  Care  Entry  Screen" 
has  taken  two  years  to  develop  and  is  designed  to  put  everything 
a  "salesperson"  needs  to  optimize  their  sale  (and  the  customer's 
chance  of  ad  results),  right  at  their  fingertips.  The  system  auto¬ 
matically  defaults  to  the  "optimal"  buy  in  each  classification 
(rather  than  the  minimum  buy)  and  allows  one  click  selection  of 
multiple  publications  or  combo  buys.  The  new  "Vision  Customer 
Care  Entry  Screen"  is  designed  to  allow  a  sales  rep  to  focus  on  the 
customer  and  on  selling  vs.  having  to  struggle  with  computer 
system  restrictions  that  detract  from  the  focus  on  sales  and  slow 
the  entry  process.  It  provides  contact  management,  account 
history,  and  fast,  easy  operation,  focused  on  building  the  sale. 

The  Vision  Publisher  features  a  predictive  speller,  real-time  spell 
checking,  and  a  true  WYSIWIG  on-screen  display  (as  compared  to 
others  like  "Word",  which  are  not  always  truly  accurate).  It  also 
features  "hot-keyed"  customer  info  entry,  one  click  borders,  and 
multi-column  sizing,  as  well  as  complete  photos,  logos  and 

graphics  with  preview,  and  templates  for  specific  advertisers  or  ad- 
types.  Other  features  include  alternate  text  capabilities  for  various 
days  in  one  order  or  in-column  color. 

In  addition  to  E-mail  or  faxing  capabilities  already  available  for 


statements  or  invoices,  classified  ad  proofs  (with  auto-generated 
multiple  up-sell  versions),  mail-merged  sales  pieces,  credit 
applications,  all  directly  from  user  workstations,  and  e-mailing 
classification-sensitive  reminders  (such  as  a  reminder  to  annual 
"In-Memoriam"  users,  or  other  periodic  advertisers.) 

The  system  also  automates  time-consuming  non-sales  functions 
such  as  automatically  printing  legal  affidavits,  auto-scheduling 
reports  at  specified  times  and  handling  collection  reminders. 

The  Vision  E-Renewal  tool  allows  classified  and/or  retail  reps  to 
generate  generic  or  individualized  e-mails  in  addition  to  or  in  place 
of  call-backs  to  customers  with  expiring  ads.  As  newspapers 
increasingly  are  finding  traditional  callbacks  ineffective,  since  many 
advertisers  are  unreachable  during  business  hours,  they  seeking 
better  ways  of  renewing  expiring  ads.  The  Vision  E-Renewal 
System  can  be  set  up  so  that  advertisers  simply  have  to  reply  to 
the  e-mail  to  re-order  their  ad  for  an  optional  number  of  days. 

Vision  Data  is  now  live  in  several  sites  with  Vision  HomeLink,  a 
state-of-the-art  tool  that  allows  a  private  individual  or  business  to 
place  a  classified  ad  directly  from  their  home  computer,  with  drop¬ 
down  windows  to  aid  ad  entry  and  create  a  better  (up-sold)  ad. 
HomeLink  also  provides  direct  system  access  for  accurate, 
classification  sensitive  rating,  built-in  on-screen  up-sell  options 
and  direct  system  links,  eliminating  the  need  for  re-keying. 

Vision  BizLink,  allows  businesses  to  directly  access  their  own 
account  information  for  display,  classified  or  both.  They  can  look 
up  payment  or  ad  order  history,  check  credits,  contract  status,  or 
actually  place  orders  if  the  newspaper  chooses  to  allow  this. 

The  newest  version  of  Vision's  Classified  Pagination  system  is  one 
of  the  most  user-friendly,  flexible  systems  available  and  works 
either  with  Macs  or  PCs  to  quickly  create  finished  pages  that  are 
ready  for  camera  or  plate,  while  at  the  same  time,  up-loading 
designated  ads  to  the  web. 

CONTACT: 

Tom  Dempsey 

Vision  Data  Equipment  Corporation 

1377  Third  Street 

Rensselaer,  NY  12144 

(518)  434-2193 

www.vdata.com 

email:  sales@vdata.com 

lyr  VISION  DATA 
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•  True  WYSIWYG  ad  entry,  (unlike  “Word” 
or  other  common  word  processors) 

•  Fast,  easy  ad  design,  including  logos, 
photos,  graphics,  one-touch  borders 


Build  your  bottom  line  . . . 
with  Vision: 


streamlined  single  entry  screen  puts 
everything  at  sales  rep’s  fingertips. 

Unsurpassed  Multi-publication  rating, 
multi-pub  ad  scheduling 


Vision  Total  Advertising: 

^^CLASSified^^ 


Hot-keyed  for  speed/accuracy:  Phone, 
fax,  e-mail,  web  URL,  etc. 

Contact  manager,  plus  Easy  access  ad  & 
account  history  lookups  contact  manager 

Auto  up-sell  proofing  via  fax  or  e-mail 

“Predictive  speller”  builds  ad  entry 
speed,  accuracy 

On-screen  credit  card  verification 


YES,  other  companies  offer  graphical,  relational  database 
classified  systems  almost  the  same  as  Vision  Data. 

YES,  it  is  possible  to  find  most  of  the  features,  similar  to 
some  of  those  found  in  Vision  Data’s  Total  Ad  Classified 
system. 

YES,  it  is  possible  to  find  a  software  company  with  almost 
the  same  caliber  of  support  as  Vision  Data. 


Auto  credit  checking  by  multiple  phone 
numbers,  including  those  used  in  ad  text. 

Fast,  efficient  multi-publication  scheduling 
calendars 

Automatic  rating  for  multiple  pubs,  zones 
with  different  dates,  discounts,  skip 
schedules 

Auto  up-sell  prompts,  blind  box 
assignment  &  pricing,  TF,  rate  holder 
scheduling 

On-screen  pricing  defaults  to  optimal 
buy,  not  minimum. 

One-touch  single  to  multi-column  for  easy 
up-sell  resizing  &  re-pricing. 

Auto-pricing-bold,  type  sizes,  borders, 
logos,  etc. 

Unparalleled  reporting 


YES,  it  is  possible  to  pay  almost  the  same  price  for  a 
classified  software  system  than  for  Vision  Data’s. 

BUT, 

You  won’t  find  another  software  company  that  can  return  as 
much  value  to  your  bottom  line  as  the  Vision  Total 
Advertising  System.  We  combine  the  speed,  range  of 
features  and  proven  functionality  of  our  Total  Advertising 
Classified  system,  with  Vision  Data’s  dedication  to  the 
industry,  years  of  experience,  and  reputation  for  excellence, 
strong  support,  innovation  and  investment  in  cutting-edge 
technology. 

^VISraDAm 

VISKWIUIAEaDIFMENTCXXPOSATION 

E-mail:  sales@vdata.com  518-434-2193  Web:  www.vdata.com 


Auto  flows  and  prices  customer 
e-mailed  ads  and  legals 


Auto-email  “call-back"  renewal  offers  on 
expiring  ads. 


HomeLink  enables  ad  entry,  payment 
from  their  home 

Upload  ads  to  your  web  page 

Full  page  pagination 


ASK  US  FOR  A  FULL  SYSTEMS  DEMO 
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Southern  Lithoplate's  Driving  Force 

PASSION 

How  did  Southern  Lithoplate  earn  the  market's  confidence  above  and  beyond  even  the 
big  three?  The  Pointe  found  the  answer  to  this  question  and  more  in  a  recent  inter¬ 
view  with  Ctark  A.  Casson,  President  &  COO  of  Southern  Lithoplate,  Inc. 


The  Pointe:  What  fuels  Southern  Lithoplate's  Passion? 

Casson:  "Southern  Lithoplate's  passion  is  a  direct 
extension  of  leadership  values  refined  while  manufacturing 
lithoplates  for  over  70  years.  Our  late  father,  E.A.  Casson, 
Jr.,  Founder  of  Southern  Lithoplate,  was  an  inactive 
Marine  Drill  Sergeant.  He  trained  all  of  us  with  military 
expertise  to  drive  hard  and  smart  in  order  to  consistently 
deliver  better  value  to  our  customers, 
our  vendors,  and  our  families.  With 
our  average  employee's  age  of  45,  our 
passion  will  fuel  our  drive  into  the 
future." 

The  Pointe:  How  will  you  use  your 
team's  energy  to  continue  your 
forward  momentum? 

Casson:  "We  will  utilize  our  energy 
and  our  ability  to  listen  closely  to  our 
customers  to  provide  the  best  solution 
to  their  needs.  For  example,  as  web 
printers  throughout  North  America  transition  to  CtP 
technology  at  a  mass-adoption  pace.  Southern  Lithoplate 
is  providing  the  most  robust  technology  available.  Going 
forward,  our  patented  technology  portfolio  with  our 
world-class-product  initiative  ensures  our  customer 
partners  continuous  product  improvements  and  new 
product  development  in  order  to  meet  their  future  needs." 

The  Pointe:  What  are  your  thoughts  on  the  recent  Belden 
Associates  Brand  Preference  Study? 

Casson:  "Given  Southern  Litho  has  never  fought  for  brand 
or  market  share,  finding  out  we  are  the  overall  market's 
preferred  provider  humbles  us!  Our  continuing  mission  to 
deliver  the  best  in  technology  and  service  at  the  best 
value  has  earned  us  this  confidence.  'My  hat's  off  to  our 
customers!'  We're  very  grateful  for  their  loyalty." 

The  Pointe:  Considering  your  competition,  how  does  this 
recognition  change  your  perspective? 

Casson:  "There  are  dramatic  changes  taking  place: 
mergers,  acquisitions,  consolidations,  the  upcoming  closing 


of  Western  Lithotech's  plate  capacity  in  Texas.  All  this 
results  in  less  plate  capacity  and  fewer  choices  for  the 
news  market.  In  the  midst  of  it  all.  Southern  Lithoplate 
will  maintain  our  focus.  The  Belden  study  along  with  our 
actual  growth  in  customer  share  clearly  documents  that 
the  marketplace  values  Southern  Lithoplate's  passion  and 
our  proven  performance  in  delivering  quality,  technology, 
service  and  value." 

The  Pointe:  You  speak  of  value  a  lot. 
What  does  that  really  mean? 

Casson:  "Our  original  mission  was  to 
deliver  high  quality  at  low  cost. 
However,  we  acknowledged  at  NEXPO 
two  years  ago  our  true  mission  is  more 
than  that;  we  are  The  Value  Leader. 
That  means  Southern  Lithoplate's 
manufacturing  design  is  to  be  lean, 
productive  and  efficient,  more  so  than 
anyone  we  compete  against.  We  will 
integrate  the  best  technologies  into 
our  plant  and  our  products  to  ensure  our  customers  have  the 
best  at  the  best  overall  price  with  long-term  price  stability." 

The  Pointe:  Any  final  words? 

Casson:  "I  don't  want  to  oversimplify  my  thoughts,  but 
simply  put.  Thanks!  We  appreciate  our  customer 
relationships  and  the  markets'  confidence  in  us.  We  will 
continue  to  be  there  for  you!" 

Contact 

Southern  Lithoplate,  Inc. 

PO  Box  9400 

Wake  Forest,  North  Carolina  27588 
USA 

www.slp.com 
800-638-7990  toll  free 
919-556-1977  fax 


Souttieni 
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Our  Hat’s 
Off  to  You. 

We  are  pleased  and  honored  you  have  selected  Southern  Lithoplate 
as  the  overall  preferred  lithoplate  supplier*  for  the  newspaper  market 
for  the  second  time  in  a  row. 

We  pledge  to  continue  our  Quality,  Value  &  Performance  mission  to  you 
th  our  world-class-products  initiative  and  our  best  in  service  commitment  to  be 
the  value  leader  for  your  lithoplate  needs. 


Soabeni 

Lilhoriate 

. 


*  Editor  &  Publisher 2002  and  2004  Belden  Associates  Netvs  Market  Brand  Preference  Study  results. 
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Ad  Power  increases  ad  revenue  without 
increasing  ad-taker  efforts 

feature  lets  ad  reps  effortlessly  upgrade  features  to  ads 
and  quote  prices  to  customers  immediately. 

AdWebster  allows  Web  customers  to  directly  enter 
classified  ad  orders  into  an  AdPower  system  at  any  time 
of  the  day  or  night.  Customers  can  select  a  classified 
category,  enter  the  classified  ad  content,  select  a 
publication  and  run  schedule,  preview  the  resulting  ad, 
and  pay  for  the  ad  using  a  credit  card.  The  ad 
automatically  enters  the  AdPower  database,  and  standard 
workflow  processes  control  its  release,  optionally  forcing 
censor  review  before  publication. 

Other  handy  features  built  in  to  AdWebster  include  multiple 
ways  to  set  up  accounts,  then  find  them  quickly;  the 
ability  to  bill  an  account,  CID  number  support  on  the 
payments  page;  the  ability  to  easily  increase  the  number 
of  inserts  of  an  ad;  and  account  viewing  via  the  Web. 


The  Accounts  Receivable  option  for  AdPower  completes 
the  package.  This  powerful  module  allows  for  multiple 
companies  within  a  single  organization  to  have  separate 
options,  including  security,  closing  dates  and  even 
separate  general  ledger  accounts.  Accounts  can  be  either 
balance  forward  or  open  item  and  are  quickly  located 
through  multiple  criteria,  including  name,  company, 
account  number,  invoice  number  and  more. 


AdPower  is  a  great  investment.  It  takes  full  advantage  of 
high  performance  Sun  or  NT  servers  and  relational 
database  technology  to  provide  a  robust  system 
configuration,  with  all  of  the  features  available  in  any 
modern  advertising  system,  plus  Harris  &  Baseview 
innovations,  all  at  very  competitive  prices. 

And  we*re  constantly  improving  it.  Recent  updates  include 
a  redesigned  user  interface  that  simplifies  the  order  screen 
while  expanding  the  customer  information  area.  Prompt 
windows  have  also  been.  Data  is  thoroughly  fielded  to 
enhance  Web  searches  of  published  ads  and  text  editor 
enhancements  include  color  liners  ads,  watermarks,  rounded 
borders  and  enhanced  styling  for  paragraphs  and  characters. 

Ad  Power's  components  work  together  to  create  a  cohesive 
and  efficient  advertising  environment  that  seamlessly 
blends  sales,  production  and  reporting  functions. 

With  AdPower,  you  can  target  ads  to  multiple  publishing 
media,  with  a  simple  drop  down  selection.  Our  IntelliSell 


AdPower  A/R  serves  as  a  storehouse  of  information,  with 
each  account  having  assorted  tabs,  including  multiple 
contacts,  company  information,  credit  information, 
history  and  all  transactions. 

Customers  will  love  all  the  payment  options  and  ad 
departments  will  love  all  the  invoice  options.  Invoices  and 
statements  are  easily. 

AdPower  A/R  has  the  ability  to  handle  complex  rate 
structures  and  a  variety  of  reports.  It  supports  pre-pay 
accounts  as  well  as  Crystal  Reports. 


CONTACT: 

Peter  Cooper,  Director  of  Marketing 


Harria6|B 

THE  MEDIASPaTT  TOI 


aseview 

BLISHING  DIVISION^ 


AdPower  combines  ways  to  increase  sales  revenue  with 
ways  to  minimize  workflow,  meaning  your  return  on 
investment  is  large  and  fairly  instantaneous. 

AdPower,  with  its  Web  ad-order-entry  system  AdWebster, 
brings  innovations  to  today’s  advertising  departments, 
ones  that  generate  new  lines  of  revenue  and  help  cut  the 
costs  of  ad  entry  operations.  AdPower  supports  both 
today*s  requirements  to  upgrade  legacy  applications  and 
is  positioned  to  meet  the  emerging  requirements  of 
multi-media  publishing. 
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Publishing  systems  that  • 

drive  you  further 


^\(*  can  power  xoiir  publication  with  onr  solutions  lor  athertising, 
cii'culation.  editorial,  tiu'  Internet,  production  and  ssTidieation.  All  oiir 
models  an*  road-tested  h\  the  biggest  Cnstomer  base  in  the  hnsiiu“.ss.  Plus,  with 
an  excellent  n'tnni  on  xonr  inxestment,  xxair  (tonal’s  will  take  yon  (nrther.  Onr 
alter-sales  .serxiee  is  second  to  none.  •'  ‘ 


-  Florida  Campus  321.242.5000  •  Michigan  Campus  734.662.5800  •  www.harrisbaseview.com 
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Quipp-Gripp  III  Single-Gripper 
Conveyor  System 

Quipp  introduced  the  Quipp-Ghpp  III  Singte-Gripper  Conveyor  System 
at  NEXPO  2005  in  Dallas,  TX 


Innovative  Technology 

The  Quipp-Gripp  III  Single-gripper  Conveyor  System  is  a 
versatile,  high  quality,  positive  control  conveyor 
developed  especially  for  newspaper 
production  systems. 

This  "smart",  microprocessor 
controlled  conveyor  uses  a  series  of 
grippers  mounted  on  an  articulating 
chain  to  transport  newspapers  and 
other  printed  products.  Each  gripper 
carries  a  single  copy  of  the  products 
being  conveyed. 

Versatile,  flexible,  accurate  and 
affordable,  the  Quipp-Gripp  III  Single-Gripper  Conveyor 
System  is  a  cost  effective  solution  to  many  of  the  complex 
problems  confronting  today's  newspaper  packaging  centers. 


Made  from  a  space  age  composite  and  the  use  of  nitrogen 
hardened  alloys  in  wear  areas,  assures  ultimate 
performance,  reliability  and  endurance. 

A  built-in  diagnostic  system  identifies 
and  remembers  grippers  that  might 
malfunction  and,  when  directed, 
automatically  directs  them  to  an 
inspection  station  where  maintenance 
can  be  conveniently  performed. 

The  system's  controller  constantly 
tracks  the  location  of  each  gripper  and 
can  instantly  divert  their  loads  to  any 
destination  within  the  system  with 
complete  accuracy,  a  particularly  useful  feature  if  a 
downstream  or  upstream  piece  of  production  machinery 
should  fail. 


Improved  Performance 

Newspapers  that  want  to: 

•  Run  presses  at  higher  speeds 

•  Count  products  accurately 

•  Insert  on-line 

•  Split  streams  easily 

•  Deliver  to  multiple  destinations 

•  Gain  maximum  use  of  existing  floor  space 

•  Minimize  storage  requirements 

•  Keep  products  moving 

•  Preserve  product  quality 

•  Reduce  material  handling 

are  ideal  candidates  for  Quipp-Gripp  III  Single-Gripper 
Conveyor  Systems. 

Positive  Pick-Up 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System 
excels  at  the  critical  task  of  picking  up  newspapers, 
setting  new  standards  for  control  and  accuracy. 

A  laser  sensor  detects  each  paper  and  provides  the  system 
controller  with  the  necessary  signal  to  synchronize 
grippers  with  papers. 

As  papers  enter  the  pick-up  station,  positive  pick-up  is 
assured  as  the  pick-up  conveyor  drives  the  leading  paper 
firmly  into  the  jaws  of  the  next  available  gripper. 

Precise  Control 

At  the  heart  of  the  Quipp-Gripp  III  Single-Gripper 
Conveyor  System  is  the  unique  Quipp  gripper.  Rugged, 
built  to  last,  self-adjusting  to  different  paper  thickness, 
grippers  are  mounted  on  3.5  inches  centers. 


Strength  &  Flexibility 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System  is 
more  than  tough  enough  to  meet  the  demands  of  any 
newspaper  production  environment.  Its  grippers  are 
mounted  on  an  exceptionally  strong  chain  made  from 
Nylafill  TM,  a  high  strength,  space  age,  carbon  and  glass 
fiber  reinforced  nylon  composite. 

The  chain  readily  articulates,  moving  in  a  precision 
extruded  aluminum  track  with  hard  anodized  wear 
surfaces  to  assure  long  track  life.  The  chain  and  track  can 
be  configured  in  an  unlimited  variety  of  twists  and  curves 
to  accommodate  any  packaging  center  layout. 

Four  polyurethane  wheels  equipped  with  precision  ground 
ball  bearings  are  mounted  on  each  chain  link.  The  wheels 
are  exceptionally  quiet  and  have  excellent  shock 
absorption  properties. 

The  Quipp-Gripp  III  Single-Gripper  Conveyor  System's  low 
operating  speed  promotes  longevity  and  minimizes 
maintenance.  Chain  velocity  is  only  5  mph,  with  press 
speeds  of  90,000  copies  per  hour. 

Contact 

For  additional  information  about  the  Quipp-Gripp  III 
Single-Gripper  Conveyor  System,  please  contact  us  at 
news@quipp.com  or  at  (305)  623-8700. 

Angel  Arrabal 
VP  of  Sales  &  Marketing 
Phone  (305)  623-8700  ext.  337 
angel@quipp.com 
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PUBLISHER 


ANNUAL  DIREaORIES 


Now's  fhe  lime  to  order  the  world's  most  reliable  source  books! 


Editor  &  Publisher  International  Year  Book  —  An  encydopedia  of  newspaper  information 

•  Dailies  -  Weeklies  -  ShoppersAMCs  •  Get  the  most  current  rotes  and  circulation 

•  Reach  contacts  in  management,  edit,  •  Identify  and  target  special  editions  and  magazines 

sales  and  production  •  Specifications,  commodities,  equipment  and  more. . 

Editor  &  Publisher  Market  Guide  —  Qualitative  and  Quantitative  Market  Demographics 

•  Perfect  for  morket  exponsion/relocation  research  •  Exclusive  Economic  and  Demogrophic  Projections 

•  Quality  of  Life  Indices  give  you  the  whole  picture  •  Know  where  the  year  is  going  to  end  up 

•  Cost  of  Living  Index-Crime  Index-Better  Living  Index 


EDITORS 

PUBLISHER 


INTERNATIONAl  YEARBOOKS 


□YES!  Please  rush  my  order  of  the  tditor  A  PubBsher  International  Year  Book  in  the  format  and  version  I  have  chosen. 


Name. 

Title- 


Company. 

Address— 


City. 


State . 


QTY: 

(  )  3-Volume  Set:  S230  each 
(  )  Volumes  I  &  3;  SI 70  for  both 
(  )  Volume  ]  only:  SI  40  each 

(  )  Volume  2  only:  SI  25  each 

)  Volume  3  only:  S60  each 
I  Online  version  of  the 
International  Year  Book  S895 
Purchase  includes  Vols  I&3 
of  the  printed  editions. 


J  Check  Amount  Enclosed  S. 


(Payoble  to  Editor  A  Ptfbksher  Yecr  Book  in  US  dotlors  (^. 

U.S.  and  Conoda  shipping  ond  handling  pieose  odd  $12,  foreign  odd  $4$) 


(  )i 


charge  my:  □VISA  □MC 

Account  # _ 

Signature  _ 

Phone  # _ 


□  AMEX 

_ Exp.  Oote. 


fox 


For  online  information 
call  I -800-336-4380  ext.  I . 


Poyment  miKt  occominny  oil  ofdon.  CA,  CO,  DC,  FL  GA,  IL  MA,  MD,  NV,  NY, 
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pieose  odd  GST.  No  dipping  to  F' 


Mopdote  soles  tax.  Conoda  lesidenls. 


Your  Business  (Check 

one  category  only). 

1.  □  Newspaper 

I7.^  Publishing  other 

2.  □  Newspaper 

than  Newspaper 

Equip.  Mfr. 

18.^  Real  Estate 

3.  □  Syndicate/ 

20.  □  Food:  Rest./ 

Newsservice 

Whisle 

4.  □  Ad  Agency 

21. □  Insurance 

5.  □  Public  Relations 

22.^  Medio 

firm 

23.  □  Non-profit 

6.  □  legal  firm 

24.  □  Recruiter/ 

7.  □  Government 

Empl.  Agency 

8.  □  Mfr.  -  General 

25.  □  Mktg./Reseorch 

9.  □  Mfr.  ■  Auto 

26.  □  UHlity 

&  Truck 

27. □  Entertainment 

10.^  Mfr.  -  Food 

28.  □  Book  Dist. 

11.^  Service  Industry 

29.  □  Franchise 

I2.^  University/ 

30.^  School/Univ. 

Public  Library 

31.^  Supermarket 

13.^  Hnoncial 

32.  □  Drugstore 

I4.^  Retail 

33.^  Hospitol 

15.^  Public 

34.  □  Graphic  Arts/ 

Tronsportation 

Printing 

t6.^  Individual 

I9.^  Other: 

EDITORS 

Publisher 


MARKET  GUIDE 


□YES!  Please  rush  my  order  of  the  Editor  i  PubBsher  Market  Guide 
in  the  format  I  have  chosen. 


Name . 
Title— 


Company . 
Address— 
Gty _ 


State . 


.Zip. 


□  Check  Amaunt  Enclased  S. 


QTY: 


)  Market  Guide 
at  SI  SO  each 


(Poyoble  to  CdHtr  (  FMsktr  Ytar  Btek  m  US  dollors  only. 

U.S.  ond  Conoda  shipping  ond  hondling  pieose  odd  SI  2,  lotelgn  odd  S4SI 

Charge  my:  □VISA 

Account  # _ 

Signature _ 

Phane  # _ 

fax# _ 


□  MC  □AMEX 
_ Exp.  Date. 
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OH  ond  TX  residents,  pieose  odd  opgropriote  soles  tn  Conodo  residents, 
pieose  odd  GST.  No  shipping  to  " 
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I.  □  Newspaper 

□  Newspaper  Equip.  Mfr. 

□  Syndkate/News  Service 

□  Ad  Agency 

□  Public  Relations  firm 

□  Legal  firm 
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13.  □  Financial 

14.  □  Retail 

15.  □  Public  Transportation 

16.  □  Individuol 
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than  Newspaper 

18.  □Real Estate 

19.  □Other: 
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All  the  information  you  need  at  your  fingertips! 
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The  Quipp-Gripp  III 
Single-Gripper 
Conveyor  System  is: 

•  ReUabie 

•  FiBJCibie 

•  Durabte 

•  High  Speed 

•  Quiet 

•  Made  in  the  USA 

To  request  additional  information  about  the 
improved  Quipp-Gripp  III  Single-Gripper  Conveyor 
System,  please  contact  us  at  news@quipp.com  or 
at  (305)  623-8700  ext.  350. 

Quipp  Systems,  Inc. 

4800  N.W.  157th  Street  •  Miami,  Florida  U.S.A.  33014 
Telephone:  (305)  623-8700 
Parts:  1-800-258-1390  •  Fax:  (305)  623-0980 
www.quipp.com  •  news@quipp.com 


SPECIAL  ADVERTISING  SECTION 


“During  our  Sunday  Inserting  project,  Dario  used  his  skills  and 
contacts  to  actually  save  us  more  than  one  million  dollars. 
Needless  to  say,  that  made  the  publisher  smile!”  Thom 


Thomas  J.  Connors,  V.  P.  Production 
Boston  Herald 
Boston,  MA 
November,  1995 


“You  provided  valuable  production  consulting  advice  resulting  in 
more  than  a  $3,000,000  annual  savings.  This  was  incomprehensible. 
We  were  astounded  and  are  forever  grateful.”  Joseph  H.zerbey, 


Joseph  H.  Zerbey,  IV,  President  &  CEO 
Newspaper  Agency  Corporation 
Salt  Lake  City,  UT 
January,  2004 


FIRST  things  FIRST 

The  following  are  some  of  the  “FIRSTS” 
at  Dario  Designs: 

FIRST  and  only  architectural  firm 
dedicated  strictly  to  the  newspaper 
industry. 

FIRST  to  install  a  KBA  Comet  press 
(Wenatchee,  WA)  -  and  the  second  one 
as  well  (Bend,  OR). 

FIRST  to  install  a  WIFAG  press  in  Tulsa, 
OK  (Dario  Designs  engineers). 

FIRST  to  install  a  MAN  Roland  GEOMAN 
Press  with  Dynachange  capabilities, 
tower  to  tower  flying  plate  changes 
(Grand  Rapids,  Ml). 

FIRST  to  install  TKS  4x1  Colortop 
presses  (Salt  Lake  City,  UT). 

FIRST  to  win  NAA  booth  design  contest 
at  NEXPO  four  times  in  a  row. 

FIRST  supplier  to  win  the  ING  “Ozzie 
Newspaper  Award”  (Boston,  MA). 

FIRST  to  undertake  twelve  simultaneous 
newspaper  projects  for  the  same 
company,  all  coming  in  on  budget  and  on 
time.  This  project  was  the  bringing  of 
color  to  The  Wall  Street  Journal. 

FIRST  to  have  a  team  this  large  and  with 
this  much  experience  dedicated  strictly  to 
the  newspaper  industry. 

FIRST  firm  to  have  11  years  of  service  in 
the  newspaper  industry  with  the  following 
“NEVER  say  NEVER”  track  record. 


NEWSPAPER 
ARCHITECTURE 
PLANNING 
'  CONSULTING 


WIN  WIN  WIN  with  DARIO  DESIGNS 

Dario  Designs  won  the  NEXPO  booth  design  award  four  years  in  a  row.  Having 
never  lost  a  design  competition,  we  wanted  to  maintain  our  track  record. 
Customers  could  then  conclude  that  if  Dario  Designs  put  forth  the  same  or  greater 
effort  in  to  their  facilities,  they  too  would  be  the  beneficiaries  of  the  best  designs 
available. 


Never  Say  "NEVER  say  NEVER" 

Dario  Designs  has ... 

NEVER  had  an  unsatisfied  customer. 

NEVER  lost  a  design  competition. 

NEVER  been  to  arbitration. 

NEVER  been  to  mediation. 

NEVER  been  to  court  or  trial. 

NEVER  been  sued. 

NEVER  not  been  paid. 

NEVER  needed  a  loan  for  cash  flow  or  payroll. 
NEVER  not  grown  in  business  each  year. 
NEVER  used  any  errors  &  omissions  or 
malpractice  insurance. 

NEVER  stopped  trying  to  improve  their  quality. 
NEVER  lost  sight  of  what  got  them  where  they 
are  today. 


DARIO  DESIGNS  has  worked  on  more  than  300  newspaper  projects  with  a  team 
who  has  experience  with  over  750  newspaper  projects ...  and  our  team  is  growing! 

This  is  the  LARGEST  group  of  people  ever  assembled  dedicated  exclusively  to  the 
design  of  newspaper  and  printing  facilities. 


THE  Newspaper  Facility  Design  Specialists 


A  DARIO  i 

20S  WALNUT  STREET 
FRAMINGHAM.  MA  01702 

TEL  508-6774444 

"  DESIGNS 

FAX  508-677-4474 
WWW.DARIODESIGNS.COM 
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THE  ANNISTON  STAR.  ANNISTON.  AL  ♦  CONSOLIDATED  PUBLISHING.  ANNISTON.  AL  ♦  THE  BIRMINGHAM  NEWS,  BIRMINGHAM.  AL  ♦  ADVANCED  PUBLICATIONS. 
BIRMINGHAM.  AL  ♦  THE  E  W  SCRIPPS  COMPANY.  BIRMINGHAM  AL  ♦  OPELIKA-AUBURN  NEWS.  OPELIKA,  AL  ♦  CASA  GRANDE  DISPATCH.  CASA  GRANDE.  A2  ♦  THE 
ALAMEDA  TIMES-STAR  ALAMEDA.  CA  ♦  ALAMEDA  NEWSPAPER  GROUP,  ALAMEDA,  CA  ♦  THE  ARGUS,  FREEMONT.  CA  ♦  THE  DAILY  REVIEW  HAYWARD,  CA  ♦  ANG 
NEWSPAPERS.  OAKLAND.  CA  ♦  HAYWARD  DAILY  REVIEW.  HAYWARD,  CA  ♦  OAKLAND  TRIBUNE.  OAKLAND,  CA  ♦  SAN  MATEO  COUNTY  TIMES,  OAKLAND,  CA  ♦ 
TRI-VALLEY  HERALD,  PLEASANTON,  CA  ♦  MEDIA  NEWS  GROUP  PLEASANTON.  CA  ♦  THE  PRESS.  SANTA  ROSA.  CA  ♦  DENVER  NEWSPAPER  AGENCY,  DENVER.  CO  ♦ 
DENVER  POST  DENVER,  CO  ♦  ROCKY  MOUNTAIN  TIMES.  DENVER  CO  ♦  THE  DAY  NEW  LONDON,  CT  ♦  THE  WALL  STREET  JOURNAL  ,  DENVER.  CO  ♦  THE  NEW  YORK 
TIMES.  LAKELAND.  FL  ♦  NAPLES  DAILY  NEWS.  NAPLES.  FL  ♦  THE  WALL  STREET  JOURNAL  ORLANDO,  FL  ♦  THE  TAMPA  TRIBUNE  TAMPA.  FL  ♦  MEDIA  GENERAL. 
TAMPA  FL  ♦  SCITEX,  ATLANTA.  GA  ♦  AUGUSTA  CHRONICLE,  AUGUSTA.  GA  ♦  MORRIS  COMMUNICATIONS  COMPANY,  AUGUSTA.  GA  ♦  CAYMAN  FREE  PRESS.  GRAND 
CAYMAN  ISLAND  ♦  THE  WALL  STREET  JOURNAL  ,  LA  GRANGE.  GA  ♦  THE  HONOLULU  ADVERTISER.  HONOLULU,  HI  ♦  LA  PRENSA,  SAN  PEDRO  SULA,  HONDURAS  ♦ 
THE  ENTERPRISE  DAVENPORT.  lA  ♦  QUAD-CITY  TIMES,  DAVEN'  '•"^NAL,  DES  MOINES.  lA  ♦  CHICAGO  TRIBUNE,  CHICAGO.  !L  ♦ 

NORTHWEST  HERALD.  CRYSTAL  LAKE,  IL  ♦  SAUK  VALLEY  NEW  :  -.o.  ...  ♦  ';1L  TL-L.  ^  L  ON  IL  ♦  THE  DIXON  TELEGRAPH,  DIXON.  IL  ♦  ROCKFORD 

REGISTER  STAR  ROCKFORD,  IL  ♦  THE  DAILY  GAZETTE,  STr  ♦  SHAW  NEWSPAPERS  STERL  NG  i.  ♦  -  '9T  WAYNE  NEWSPAPERS,  INC  FORT  WAYNE.  IN  ♦ 

THE  HERALD  JASPER,  IN  ♦  DAILY  NEWS  BOWLING  0-  ■  ■  ♦  COURIER  JOURNAL  LOUISVILLE  KY  ♦  '.'lETT  COMPANY,  LOUISVILLE.  KY  ♦  J  FRANK 

PUBLISHING.  MANCHESTER.  KY  ♦  THE  TIMES.  SHRE'  -  LA  ♦  NASHOBA  PUBLICATIONS  AYER  MA  ♦  ESSEX  ^  'UNTY  NEWSPAPERS  BEVERLY  MA  ♦  THE 
BOSTON  GLOBE  BOSTON  MA  ♦  THE  BOSTON  HE''  -  -;OSTON  MA  ♦  HERALD  MEDIA  BOSTON  MA  ♦  AMESBi.R'  ’WS.  BOSTON.  MA  ♦  BEVERLY  CITIZEN 
BOSTON,  MA  ♦  GEORGETOWN  RECORD,  BOSTON  .  -  ♦  lAMILTON,  WENHAM  CHRONICLE  BOSTON  MA  ♦  MELROSE  FREE  PRi  SS,  BOSTON  MA  ♦  MERRIMACK  RIVER 
CURRENT,  BOSTON,  MA  ♦  STONEHAM  SUN,  BO  ’.  JA  ♦  TRI-TOWN  TRANSCR  PT  BOSTON  MA  ♦  .VAKEFIElD  OBSERVER  Bt  'TON.  MA  ♦  SCITEX,  BOSTON.  MA  ♦ 
HOLBROOK  SUN,  BOSTON  MA  ♦  WEYMOUT*  .-  BOSTON  Mj  ♦  CANTON  JOURNA;  .  8W*iw. I  MA  ♦  WESTFORD  EAGLE  BOSTON  MA  ♦  BEDFORD  MINUTEMAN, 
BOSTON  MA  ♦  BILLERICA  MINUTEMAN  Bl'  ^  ^  MA  ♦  CHE.  ySFORD  INDEPENDENT  XX^Oi^.llA*  .NCOLN -JOURNAL  BOSTON  MA  ♦  LITTLETON  INDEPENDENT 

BOSTON  MA  ♦  READING  ADVOCATE.  BH  .  MA  ♦  THE  BE  ^:bri,  BT  STON  MA  ♦  THE  XJHCORD  JOURHa.  BOSTON  MA  ♦  Wll  MING’'ON  ADVOCATE.  BOSTON  MA  ♦ 
WOBURN  ADVOCATE,  BOSTON  MA  ♦  cRS  HERAlD,  SOSTO:  /A  ♦  ASHLAND  i  BOSTON  MA  C  tiL'VER-SHEREORN  =RESS  .BOSTON  MA  ♦  HOPKINTON 
CRIER,  BOSTON,  MA  ♦  SHREWSB’  -WONICLE  BOjTON,  «A  ♦  -E  SuDBURY  TOVfti  CRIER.  BOSTON.  MA,»  HARVARD  hiLLS'DE  X»STON  MA  ♦  THE  BOLTON 

COMMON.  BOSTON,  MA  ♦  COH  '  MAR  NER  BjCTON,  MA  ♦  fE  HINGHAM  JOU  !HW-  BOSTON,  MA  ♦  THE  ijpPFR  CAPE  CODDER,  BOSTON  MA  ♦  'PSWICH 

CHRONICLE.  BOSTON.  MA  ♦  .  .NT  CiTIZEN-  iCkALO  BOSTC  MA  ♦  BURL.NGTOf*  UNION.  BOSTON  MA  ♦  :  -:xiNGTON  M'NU'=f»VN.  BOSTON  MA  ♦  THE 

ARLINGTON  ADVOCATE  P  MA  ♦  MA  riLEFgAC  REPORT  BOSTON  MA  ♦  ffi^MPSCOTT  REPORTER,  .  CSTON  MA  ♦  HUDSON  SUN,  BOSTON  MA  ♦ 

MARLBOROUGH  ENTERF  -  :  ljOSTON  MA  ♦  Vnfe  V  -  MA  ♦  ABiNGTON  RC ''c  -  C  -  R.  BOST ''N  MA  ♦  BRAiNi'REE  fORUM  BOSTON.  MA  ♦ 

HANOVER  MARINER.  BO  N  MA  ♦  KINGSTON  MA  .  :  J  ylA  ♦  MARSHFIELD  M/--r .E-  i::,  '  M/V  ♦  PE  .‘BROKE  MARINER  BCKTON.  MA  ♦  SCITUATE 

MARINER  BOSTON,  MA*  DFORD  TRANSCRIPT  BOSTON  MA  ♦  FOMERV  ;.E  JOURNAL  BOSTON  MA  ♦  SA  HSUS  ADV  'TlSER  BOSTON  M  Is  ♦  MALDEN  OBSERVER. 
BOSTON,  MA  ♦  THE  MILF  ■  DAILY  NEWS  BOSTON  MA  ♦  NEEDHAM  TIMES  BOSTON  MA  ♦  SHARON  ADVOL-ffE  BOSTi  1  MA  ♦STOuGH^Of  JOURNAL  BOSTON  MA 

♦  THE  DAILY  NEWS  TRAf.  RIPT  BOSTON  MA  ♦  ALLSTON  BRIGHTON  TAB  BOSTON  MA  ♦  NORTON  MIRROR  BOSTON  -  ♦  PARK  WAY  TRAr«CRIPT  BOSTON  MA  ♦ 
THE  WAYLAND  TOWN  CR  -  BOSTON  MA  ♦  'HE  WESTON  TOWN  CRIER  BOSTON  MA  ♦  WEST  WOOD  PRESS  BOSTON  ♦  NORTH  ANDOV  IB  CITIZEN  BOSTON,  MA 

♦  HARWICH  ORACLE.  B  ON  MA  ♦  THE  CAPE  CODDER  BOSTON  MA  ♦  THE  WELlESLEY  TOWNSMAN  BOSTON  J  ♦  THE  REGiSTE^eOSTON,  MA  ♦  THE 
ENTERPRISE,  BROCKTOI  ‘  ♦  NEWSPAPER  MEDIA  COMPANv  BROCKTON  MA  ♦  HARVARD  CRiMSON  CAMBfWDGE  M  ♦  CAMBRIDGE  CHR  3S8CLE,  CAMBRIDGE.  MA 

♦  THE  WALL  STREET  JC_...L_,  m,.  ♦  l  ntfrprisf  FITCHR!  .  ♦  T;C  C—Ti-OWEST  r  v  NEWS  FRAMIN  JMIM,  MA  ♦  COMMUNITY 

NEWSPAPERS.  FRAMINGHAM,  MA^THE  RECORDER,  GREENFIELI  MA  ♦  NEWSPAPER  5  OF  NEW  ENGLAND,  C»EE^  D  MA  ♦  THE  EA  J^OribuNE  LAWRENCE 
MA  ♦  EAGLE-TRIBUNE  PUBLISHING  COMPANY,  LAWRENCE,  MA  ♦  ’  SUN  LOWELI  f.  \j|  DAILY  EVENING  ITEM  I  .  MA  ♦  THE  PATR  Jit'.iEDGER  QUINCY  MA  ♦ 
THE  ENTERPRISE.  QUINCY  MA  ♦  ADVANCED  PUBLICATIONS.  SPR  .=IElD  MA  ♦  THE  REPUBLICAN  SPRINGFIE  .1A  ♦  'HE  BAii’'MO.RRSUN.  BALTIMORE.  MD  ♦ 
THE  FREDERICK  NEWS-POST.  FREDERICK.  MD  ♦  THE  WALL  STREE  '  OURNAi  SILVER  SPRINGS.  MD  ♦  BANGC  lY  NEWS  BANGO  ♦  THE  TIMES  RECORD 
BRUNSWICK  ME  ♦  SUN-JOURNAL,  LEWISTON.  ME  ♦  BAY  CITY  TIM  BAY  CITY  Ml  ♦  vALLE-  PUBLISHING  S'*  r  SAGiNA.s  VV  ♦  ■‘'Hi  PONT  JOURNAL,  FLINT  Ml  ♦ 

JACKSON  CITIZEN  PATRIOT,  JACKSON.  Ml  ♦  KALAMAZOO  GAZET'  KALAMAZOO  Ml  ♦  THE  GRAND  RA'  ■  RESS  GRAND  RAPi  ^  tt  *  THE  SAGINAW  NEWS. 

SAGINAW,  Ml  ♦  CASS  COUNTY  DEMOCRAT  HARRISONVILLE,  MO  ♦  iUTHEAST  yisSC  IRIAN  CAPE  ^  CAu  M’'  ♦  ST  LOUIS  POBT-OISPATCH,  ST  LOUIS.  MO  ♦ 
NE  MISSISSIPPI  DAILY  JOURNAL.  TUPELO  MS  ♦  THE  LINCOLN  JOU  -.-JL  STAR  LINCOLN  Mc  *  -  -  ;  f«lD  SCOTTSBLUFF  NE  ♦^THE  NORTH  PLATTE  TELEGRAPH 

NORTH  PLATTE.  NE  ♦  THE  ASHEVILLE  CITIZEN-TIMES,  ASHEVIL  NC  ♦  THE  WALL  STF  L  F  .-.uRNAl  BOWlinG  GREEN  .C  ♦  THE  WALL  STREET  JOURNAL  . 

CHARLOTTE.  NC  ♦  THE  DAILY  ADVANCE.  ELIZABETH  CITY,  NC  •  OX  NEWSPAPERS  ELIZABETH  COY  NC  ♦  CASTON  G,->ZETTE  GASTONIA,  NC  ♦  THE  DAILY 

REFLECTOR.  GREENVILLE,  NC  ♦  FOSTER  S  DAILY  DEMOCRAT,  Di  R  NH  ♦  EXETER  NEWS-l  ETTER  EXETER  NH  ♦  '  c  I^FJE  SENTINEL  KEENE  NH  ♦  THE 

TELEGRAPH,  NASHUA.  NH  ♦  PORTSMOUTH  HERALD,  PORTSMOUTI  ‘.h  ♦  SEACOAST  NEWSPAPERS  PORTSMOUTH  OH,»  ROCKINGHAM  NEWS  ROCKINGHAM  NH  ♦ 
YORK  WEEKLY.  YORK.  NH  ♦  YORK  COUNTY  COAST  STAR,  YORK,  .  ♦  THE  PRESS.  A'LArjTlC  CUV  NJ  ♦  FL'ERGR  ^  PRINTING  &  PUBLISHING  BELLMAWR.  NJ  ♦ 

REVIEW  JOURNAL,  SOUTH  BRUNSWICK,  NJ  ♦  THE  RECORD.  HACKf  :  u  aCK  N  ♦  NORTH  JERSE  Y  MEDIA  GROUP  .aCKE>«ACK  NJ  ♦  THE  STAR  LEDGER.  NEWARK,  NJ 

♦  THE  WALL  STREET  JOURNAL  .  PRINCETON,  NJ  ♦  A  FL  WEB  PRIF  ‘IG  VOORHEES  NJ  ♦  THE  NEW  YO.  .  lIMES, EDISON.  NJ  ♦  TIMES-UNION.  ALBANY  NY  ♦  DAILY 

NEWS,  COLLEGE  POINT.  NY  ♦  THE  NEW  YORK  TIMES,  NEW  YORK  C.TY  NY  ♦  THE  BUFFALO  ftffTALO  N'>  ♦  THE  TIMES  HERALD  MIDDLETOWN  NY  ♦  LAS 

VEGAS  REVIEW  JOURNAL.  LAS  VEGAS,  NV  ♦  THE  COLUMBUS  DISPATCH.  COLUMBUS,  OH  ♦THE  PLAIN  DEALER  CLEVELAND  OH  ♦  THE  VINDICATOR.  YOUNGSTOWN, 
OH  ♦  CAPITAL  PRESS,  SALEM,  OR  ♦  THE  BULLETIN  BEND.  OR  ♦  WESTEfiif^  CbraMUNlCATlSNS  INC  .  BEND  OR  ♦  THE  DAILY  ASTORIAN.  ASTORIA,  OR  ♦  HERALD  AND 
NEWS.  KLAMATH  FALLS,  OR  ♦  THE  EAST  OREGONIAN.  PENDLETON  OR  ♦  EAST  OREGONIAN  PUBLISHING  COMPANY.  PENDLETON,  OR  ♦  DEE  PAPER  COMPANY. 
CHESTER.  PA  ♦  ERIE  DAILY  TIMES,  ERIE,  PA  ♦  OBSERVER-REPORTER  WASHINGTON,  PA  ♦  READING  EAGLE,  READING,  PA  ♦  THE  EVENING  SUN  HANOVER.  PA  ♦  THE 
EXPRESS-TIMES  EASTON.  PA  ♦  THE  WALL  STREET  JOURNAL  .  SHARON,  PA  ♦  TRIBUNE-REVIEW  PITTSBURGH  PA  ♦  CHATTANOOGA  TIMES  FREE  PRESS. 
CHATTANOOGA  TN  ♦  AMARILLO  DAILY  NEWS.  AMARILLO,  TX  ♦  AUSTIN  AMERICAN-STATESMAN,  AUSTIN,  TX  ♦  DALLAS  MORNING  NEWS.  DALLAS,  TX  ♦  LUBBOCK 
AVALANCHE  JOURNAL,  LUBBOCK,  TX  ♦  THE  WALL  STREET  JOURNAL  ,  BEAUMONT.  TX  ♦  THE  WALL  STREET  JOURNAL  DALLAS,  TX  ♦  TYLER  MORNING  TELEGRAPH. 
TYLER.  TX  ♦  THE  DESERET  NEWS.  SALT  LAKE  CITY,  UT  ♦  NEWSPAPER  AGENCY  CORPORATION  SALT  LAKE  CITY,  UT  ♦  THE  SALT  LAKE  TRIBUNE.  SALT  LAKE  CITY,  UT  ♦ 
BRISTOL  HERALD-COURIER,  BRISTOL,  VA  ♦  LANDMARK  COMMUNICATIONS.  NORFOLK,  VA  ♦  THE  FREE  LANCE-STAR  FREDERICKSBURG,  VA  ♦  THE  NEWS  &  ADVANCE. 
LYNCHBURG,  VA  ♦  THE  VIRGINIAN-PILOT,  VIRGINIA  BEACH,  VA  ♦  THE  TIMES  ARGUS,  BARRE.  VT  ♦  RUTLAND  HERALD.  RUTLAND.  VT  ♦  THE  COLUMBIAN.  VANCOUVER.  WA  ♦ 
THE  HERALD,  EVERETT,  WA  ♦  THE  WALL  STREET  JOURNAL  ,  SEATTLE,  WA  ♦  THE  WENATCHEE  WORLD.  WENATCHEE.  WA  ♦  BLISS  COMMUNICATIONS.  INC  .  JANESVIUE,  Wl 


Thank  you  for  contributing  to  our  success! 


SPECIAL 


ADVERTISING  SECTION 


Newspapers  Must  Reevaluate  their  Business 
Strategy  to  Provide  Value  to  Readers 

Informotion-dnven  Marketing  Systems  Empower  Circulation  Teams 


Circulation  professionals  face  nearly  impossible 
challenges  daily  as  circulation  vanishes  and  must  be 
replaced.  Some  level  of  churn  is  a  marl;et  reality  due 
to  changing  demographics,  a  highly  mobile  society, 
market  specific  household  growth  and  intensified  media 
competition.  Regardless  of  these  environmental  factors, 
churn  levels  above  40  percent  in  most  markets  should  be 
a  cause  of  great  alarm. 

Stemming  the  reader  exodus  is  not  simply 
a  matter  of  marketing;  it  demands  a 
reconsideration  of  a  newspaper's  business 
strategy  into  one  that  provides  value  to 
readers  in  terms  of  content,  price,  and 
service.  This  begins  with  quality  strategic 
research  that  is  incorporated  into 
information-driven  marketing  systems. 

Atex,  the  publishing  systems  provider  of 
advertising,  editorial,  circulation,  and 
business  analytics  solutions,  has  just  the 
tool,  IQube  -  Circulation.  This  business 
intelligence  solution  enables  newspapers 
to  integrate  their  data  and  their  reader 
interactions,  as  well  as  their  quality  market  research  to 
allow  them  to  understand  their  customers'  interests  and 
needs.  With  this  knowledge,  newspapers  can  do  a  better 
job  of  servicing  new  customers,  acquiring  new  customers, 
and  taking  care  of  their  customers.  In  short,  IQube  allows 
circulation  departments  to  analyze  multiple  business 
drivers  simultaneously,  thus  enabling  them  to  see  the 
whole  picture  and  make  the  right  decisions. 

"Business  Intelligence  systems  like  IQube  were  designed 
to  help  newspapers  develop  their  strategy  and  improve 
execution  against  that  strategy,"  stated  industry  expert 
Miles  Groves  of  MG  Strategic  Research.  "Integrated  data 
systems  are  vital  to  newspapers  to  support  their  market. 
For  one  example,  the  recent  "Do  Not  Call"  legislation 
makes  IQube  even  more  important." 

IQube  -  Circulation  Success  Stories 
Cox  Ohio  Publishing 

In  one  year.  Cost  Per  Order  (CPO)  was  reduced  by  32%.  By 
the  end  of  the  second  year,  the  average  CPO  dropped  an 


additional  8%.  The  telemarketing  conversion  rate  was 
increased  from  7%  to  an  average  of  10  -  13%.  The 
company  was  also  able  to  eliminate  data  service  bureau 
costs  of  more  than  $160,000. 

Austin  American-Statesman 

"IQube  is  a  huge  time  saver,"  says  Becki  Bartosh,  data 
analyst  at  the  Austin  American-Statesman  in  Texas.  "Prior  to 
IQube,  there  was  no  end-user  visibility 
into  their  mainframe  circulation  system. 
We  would  have  to  queue  up  for 
programmer  time  to  get  any  information 
out  of  the  system,  and  there  was  no 
flexibility.  Now  we  can  benchmark 
retention  areas  and  look  closer  at  our 
offers  and  our  churn  group  to  determine 
what  is  effective  or  not." 

Kingsport  Times-News 
"We  have  opened  up  a  new  revenue 
stream  in  advertising,"  states  Mike 
Howie,  Direct  Marketing  Director  of  the 
Kingsport  Times-News  in  Tennessee. 
"IQube  can  also  help  us  focus  on  specific 
demographic  areas  to  target  circulation  potential,  and  the 
direct  mail  possibilities  are  endless  with  the  tools  we  now 
have."  Marla  Hayter,  Circulation  Systems  Administrator  in 
Kingsport,  added  "IQube  is  perfect  for  analyzing  historical 
data,  pinpointing  problems  and  going  after  them.  The 
time  saver  factor  is  huge.  We  can  pick  and  choose  exactly 
what  we  want  to  look  at  and  not  have  to  sift  through 
extraneous  information." 

For  more  information,  please  contact  Marcel  Badowski, 
Atex  Vice  President,  Customer  Care,  at  813-739-1723 
or  mbadowski@atex.com  or  visit  www.atex.com. 


§3  Atex 
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Global  Supplier 
of  Media  Solutions 


We’ve  Pioneered  the  Past  * 

We’re  Delivering  Today 

We’re  Innovating  the  Future 


r 


SLS3000™  High-speed  Inserter... 

Ensures  unmatched  quality  of 
finished  product  at  the  highest  net 
outputs,  generating  higher  pieces 
per  hour  productivity  and  greater 
ROI! 


100%  Accuracy 


GMA’s  CombiStack™...  Proving 
that  it  is  possible  to  produce 
quality  bundles  with  accurate 
counts  in  one  compact  machine  ! 


Missed  Insert  Repair  System™... 
Helping  newspapers  and  advertisers 
solve  accountability  issues  with  the 
ability  to  repair  inserted  product. 


Sign  up  for  GMA's  Users  Group  at  www.gmauser.org,  May  18-22  in  Montreal 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


Passion  for  Innovation! 


Phone:  610-266-7000 


Fax:  610-231-3990 


www.gma.com 


SPECIAL  ADVERTISING  SECTION 


Get  It  Right  From  The  Start:  Choose  KBA. 


Communication  is  the  key  to  lasting  success  in 
marriage,  which  makes  marriage  a  lot  like  the 
relationship  between  a  newspaper  publisher  and  its 
press  manufacturer.  The  key  difference  being  that,  in 
today's  world,  a  publisher  and  a  press  might  live  together 
longer  than  some  brides  and  grooms. 


our  people  on  both  sides  of  the  Atlantic,  leading  to  tighter 
schedules,  smoother  installations  and  greater  satisfaction. 

•  KBA's  U.S.  Parts  Depot  and  implementation  processes, 
which  have  been  in  place  for  years,  guaranteeing  you  a 
rapid  response  any  time,  any  day,  anywhere. 


Therefore,  the  successful  press 
manufacturer  must  be  100 
percent  committed  to  the 
relationship.  That  means 
listening. ..actually  hearing  and 
understanding  the  publisher's 
concerns. ..catching  each 
nuance,  reading  between  every 
line... before  formulating  and 
implementing  a  solution  that 
stands  the  test  of  time. 


Our  commitment  to  your 
absolute  satisfaction  is  the  KBA 
advantage.  It  is  why  customers 
who  turn  to  KBA  stay  with  KBA 
and  return  to  KBA.  It's  more  than 
proven,  high-precision,  German- 
made  machinery.  More  than  startling  reductions  in  waste, 
coupled  with  impressive  improvements  in  productivity. 
More  than  advancements  in  color  capacity  that  accelerate 
bottom  line  growth. 


•  KBA's  Users  Group,  which 
meets  on  an  annual  basis  to 
share  experiences,  knowledge, 
and  provide  valuable  feedback. 
We  use  this  input  to  more 
effectively  direct  our  resources, 
conduct  trends  analysis,  improve  training,  and  target  our 
service  bulletins.  Prospective  customers  may  attend  and 
enjoy  these  meetings,  as  well. 


•  KBA's  customer  training 
program,  which  is  continually 
being  fine-tuned  to  ensure  the 
kind  of  user-friendly  educational 
experience  that  our  customers 
highly  value.  In  addition  to 
comprehensive  classroom 
training  conducted  in  plain 
English,  your  people  actually 
train  on  presses  very  similar  to 
your  own. 


That  commitment  is  reflected  in: 

•  KBA's  rock-solid  North  American  presence,  your 
assurance  of  the  personal  attention  and  communication 
channels  necessary  to  deliver  exactly  what  you  need  in 
the  agreed-upon  time  frame  with  minimal  stress,  optimal 
training,  and  unparalleled  support. 


The  bottom  line  is  this:  Print  is  our  passion.  It's  not  only 
what  we  do,  it's  all  we  do,  which  is  why  we  do  it  better 
than  anyone  else.  That,  and  the  fact  that  we've  been 
doing  it  for  almost  200  years.  Day  after  day,  in  city  after 
city,  in  every  corner  of  the  world,  KBA  technology  is 
reducing  waste,  increasing  productivity,  helping  to  sell 
color  like  crazy,  and  improving  bottom  lines. 


•  KBA's  project  management,  which  is  enhanced  by 

experience  gained  from 
both  the  manufacturer's 
and  the  user's  sides  of 
the  table.  Our  project 
managers  are  involved 
early  in  the  sales 
process  for  an  extra 
dimension  of  insight. 
They  ensure  clear  and 
free-flowing  communi¬ 
cation  between  you  and 


So  if  you're  thinking  about  committing  to  a  long-term 
relationship  with  a  press  manufacturer,  get  it  right  from 
the  start.  Choose  KBA. 

CONTACT: 

Gary  Owen:  (717)505-1150 

Qq.  kbm 

KBA  North  America 
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No  matter  how  you  work  the  numbers,  the  answer  is  always  the  same 


ON 

•  7 


M+ 

8 

5 

2 

OO 


MO  M* 
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We  have  the  printing  press  solutions  you're  looking  for.  No  matter  your  size,  your 
expectations,  or  your  unique  production  demands,  we  can  help  you  Increase 

productivity,  color  capacity,  and  revenues.  How?  _ 

With  proven  performance.  Contact  KBA  tpcj^y! 


Come  see  us  at  America  East,  booth  57 


KB  A  North  America 


3900  E.  Market  St.,  P.d  8ox.l2015,  York  PA  17402-0615 


e-mail:  sales@kbapa.com  w^b:  www.k'ba-print.com/pa  -  'tel:  (717)  505-1 1 50  fax:  (717)  505-1161 


1 


SPECIAL  ADVERTISING  SECTION 


TKS  in  business  since  1874  manufactures  and 
sells  single  width  and  double  width  offset 
presses  for  small  to  large  dailies. 

The  line  of  shaftless  presses  includes: 


COLOR  TOP  9000CDH 

A  6  X  2  (75"  web  width  x  21"  cutoff)  press,  the  ColorTop 
9000CDH  (couple  drive,  H  style  unit)  is  rated  at  90,000 
copies  per  hour.  This  design  is  based  on  the  highly  suc¬ 
cessful  Color  Top  7000  4x  2  press  blanket  to  blanket  tech¬ 
nology  and  the  Color  Top  8000,  wide  web  directory  press. 
TKS  technology  has  earned  a  reputation  for  running  press¬ 
es  with  70"  and  wider  webs. 

TKS  COLOR  TOP  4000  (2  x  2  FORMAT) 

The  Color  Top  4000  unit  features  newspaper  and  semi¬ 
commercial  technologies.  The  unit  can  be  fitted  with  dig¬ 
ital  or  open  fountain  inking,  spray  bars  or  continuous 
dampening  for  commercial  work.  The  press  rated  speed  of 
70,000  cph  is  in  the  fastest  class  of  single  width  presses 
in  the  industry.  The  Color  Top  4000  will  have  all  the  fea¬ 
tures  offered  with  the  Color  Top  7000  line,  the  big  broth¬ 
er  to  the  Color  Top  4000. 

Let  us  show  you  how  these  presses  could  fit  in  your  opera¬ 
tion. 

COLOR  TOP  8200CDH  FLOOR  MOUNTED  RIGHT  ANGLE 
PRESS 

A  production  center  in  Japan,  The  Shikoku  Shimbun 
(Newspaper)  Printing  Center  is  proving  that  all  dou¬ 
blewide  presses  do  not  have  to  be  substructure  mounted. 
This  installation,  which  has  been  running  for  over  two 
years,  has  all  the  press  equipment  installed  on  the  same 
floor  level  with  the  mailroom  located  in  the  middle. 

The  reels  and  units  are  located  at  a  right  angle  from  the 
folders.  The  web  is  led  in  a  straight  path  from  the  RTP  up 
and  through  the  Tower.  After  exiting  the  Tower,  the  web 
is  then  turned  and  runs  straight  into  the  folder.  This  con¬ 
cept  was  developed  for  consistent  4/4  printing  and  con¬ 
sistent  tension  control. 

Three  presses  consisting  of: 

•  Four  high  towers  for  4/4  printing  mounted  right 
angle  to  folder 

•  Two  high  towers  for  2/2  printing  mounted  right  angle 
to  folder 

•  RTP's  mounted  right  angle  to  press 

•  Double  folders  with  70  degree  folders 


Press  Specifications; 

•  21.5"  cutoff 

•  64"  wide  web 

•  85,000  copies  per  hour 

•  Couple  drive  shaftless 

•  Automatic  web  leading  from  RTP  to  folder 

•  Spray  bar 

•  AS/RS  roll  storage  system 

•  AGV  roll  transportation 

•  TKS  Inspector  (on  line  imaging) 

•  Blanket  wash 

•  Roller  stacker 

•  Paster  Preparation  Robots 

Several  U.S.  newspapers  have  visited  this  facility  and 
commented  on  the  efficiency  and  practicality  of  this  press 
design.  Some  advantages  of  this  design  are:  lower  ceiling 
height,  elimination  of  tabletop  foundation  and  more  effi¬ 
cient  manning  due  to  press  and  mailroom  equipment  all 
being  on  the  same  level. 

Let  us  show  you  the  benefits  of  this  unique  concept  in  press 
technology. 

MATERIAL  HANDLING 

TKS  has  consolidated  their  material  handling  division, 
KKS,  into  new  headquarters.  KKS,  a  sister  company  of  TKS, 
manufacturers  and  sells  a  wide  range  of  equipment  includ¬ 
ing  roll  handling  systems,  paster  preparation  robots, 
stackers  and  bundle  distribution  equipment. 

Let  us  tell  you  about  new  and  interesting  solutions  in  mate¬ 
rial  handling. 

CONTACT: 

TKS  Sales  for  North  America 
(800)  375-2857 
sales(9tkspress.com 
www.tksusa.com 

TKS  -  Celebrating  25  years  in  the  USA 


SINCE  1  874 
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"The  era  of  simply  selling  presses  is  over. 
flt  TKS,  u/e  know  u/hat  we're  really  selling 
is  productivity." 


m 

M:"- 


Oreg  Harabin 
President  and  CEO 
TKS  (USA),  Inc 


THE  TKS  PROOUCnvnYADMimGE: 

PRODUCTS:  From  the  2-page-wide 
single-width  product  line  to  the  new  6-page 
wide  format  presses,  all  are  designed 
with  automation  to  print  better,  faster 
and  reduce  costs. 

PROJECT  MAHAGEMENT:  TKS  provides 
a  complete  management  program  for  all 
phases  of  a  press  project.  From  start  to 
finish,  every  step  is  monitored  for  timely 
productivity  gains. 

TRAIHIHG:  TKS  offers  a  comprehensive 
trming  program  designed  to  achieve 
the  highest  levels  of  press  productivity, 
quality  and  maintenance  standards. 

CUSTOMER  SERWCE:  TKS's  factory- 
trained  technicians  provide  the  highest 
quality  service  and  support  found  in 
the  industry  today.  Count  on  our  lA/l 
emergency  service,  and  online  parts 
inventory,  warehoused  in  the  II.S. 

lOMG-TERM  REUmOHSHIPS:  We 

aren't  afraid  of  commitment.  Over  the 
past  25  years,  TKS  has  built  a  customer 
list  that  includes  some  of  the  largest 
publishen  in  North  America.  Many  of 
them  have  been  customers  since  TKS 
came  to  the  USA  25  years  ago. 


for  A  lasting  Impression. 


f  f  % 


/Iny  press  can  run.  But  can  they  stay  that  way?  Not  only  does  TKS  build,  ^  ^ 

with  advanced  technology,  some  of  the  best  presses  in  the  world,  we  surround  our 
customers  with  the  tools  to  ensure  they  stay  up  day  after  day,  year  after  year.  This  f 

translates  into  consistent  productivity  gains  and  gives  our  customers  a  real  advantage,  ji 
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SPECIAL  ADVERTISING  SECTION 


WPC  414+4  QUAD-STACK 

^  Model  for  the  Future  of  Four  Color 


The  history  of  the  printing  press  began  with 
Gutenberg's  invention  and  remained  pretty  much  the 
same  continuing  through  the  letter  presses  of  the 
1950s.  Then  (thanks  to  the  advent  of  "offsetting")  news¬ 
paper,  magazine  and  book  printers  began  switching  to 
single  color  web  offset  printing  presses  that  used  photo¬ 
graphic  methods  for  preparing  the  print  image. 

By  putting  four  of  these  single  color  units  in  succession 
and  printing  a  different  color  on  each  unit,  the  printer  has 
been  able  to  achieve  full  color  printing  but  only  at  a  high 
cost  in  wasted  paper,  pressroom  space,  and  manpower. 

In  the  early  1970s  Web  Press  Corp.  saw  a  solution  devel¬ 
oped  a  four  color  satellite  unit  that  printed  four  colors  on 
one  side  of  the  paper.  During  the  last  25  years,  Web  Press 
has  sold  many  of  its  "Quadra  Color"  units  (still  available) 
through  out  the  world  thus  partially  satisfying  the  print¬ 
er's  need  for  quality  print  with  unchanging,  accurate  color 
register. 

Today  the  market  is  once  again  undergoing  a  major 
change.  The  readers,  advertisers  and  newspaper  publishers 
are  demanding  four  color  on  all  pages. 

Once  again  Web  Press  has  used  innovation  to  meet  the 
challenge  of  this  changing  four  color  demand.  The  design 
parameters  were  quite  clear;  their  new  design  must 
embrace  quality  printing,  extremely  accurate  color  register 
without  paper  stretch  between  colors  and  it  must  print 
simultaneously  on  both  sides  of  the  paper.  Thus  came 
about  the  development  of  a  unique  back-to-back  four  color 
web  offset  printing  unit  which  has  been  field  tested  for 
over  five  years  and  which  Web  Press  has  named  the  "Quad- 
Stack".  It  is  hoped  that  this  name  will  set  it  apart  from 
the  other  manufacturer's  "4-highs"  which  are  simply  four 
separate  single  color  units  placed  one  on  top  of  the  other. 


The  Quad-Stack  is  one  single  printing  unit  that  prints  four 
colors  on  both  sides  of  the  paper  in  one  pass.  It  owes  its 
extraordinary  color  register  abilities  to  the  fact  that  once 
it  captures  the  paper  for  printing,  the  paper  is  not 
released  until  the  full  color  printing  cycle  is  totally  com¬ 
pleted.  The  Quad-Stack  configuration  allows  no  register 
change  due  to  paper  stretch  between  colors. 

Because  of  the  Quad  Stack's  low  profile  (slightly  less  than 
half  the  height  of  a  4-high),  elevated  walkways  and 
remote  controlled  registering  devices  are  not  needed. 
When  these  savings  are  added  with  the  savings  of  not 
needing  electronic  register  compensating  devices  and  the 
probable  cost  of  a  new  building  with  20  ft.  high  ceilings, 
it  is  easy  to  see  why  the  Quad-Stack  enjoys  a  considerable 
price  advantage  over  the  4-highs. 

The  Quad-Stack  style  printing  unit  is  predicted  to  become 
the  design  standard  of  the  future  for  the  printing  of  news¬ 
papers.  books  and  magazines.  Its  recent  redesign  takes 
the  Quad-Stack  into  the  future  as  the  world-wide  industry 
standard  for  adding  four  color  to  existing  single-width, 
one  around  press  lines  of  most  makes  and  models. 

CONTACT: 

Web  Press  Corporation 
22023  68th  Avenue  South 
Kent  WA  98032 
Phone:  (253)  395-3343 
Fax:  (253)  395-4492 
Toll  free:  (800)  424-1411 
E-mail:  info@webpresscorp.com 
Website:  www.webpresscorp.com 


Web  Press 

CORPORATiaN 
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Format  change  at  La  Stampa  with  new  WIFAG 

evolution  372 


After  a  thorough  survey  of  the  newspaper  readers,  a 
new  «compact»  format  of  310x450  mm  (12  l/4"xl7 
3/4")  was  defined.  In  contrast  to  the  current  format 
of  380x530  mm  (15"x  20  7/8"),  the  new  format  is  smaller 
and  characterized  by  a  modern  design,  shorter  articles  and 
a  new  page  layout. 

La  Stampa  is  one  of  the  biggest  national  daily  newspapers 
in  Italy  with  an  average  circulation  of  350,000  copies, 
spread  over  fifteen  different  editions  and  printed  in  six 
printing  centers. 

The  new  WIFAG  evolution  372  newspaper  printing  presses 
with  a  cylinder  circumference  of  1240  mm  (48  7/8")  and 
a  web  width  of  1800  mm  (70  7/8")  will  be  used  for 
producing  the  La  Stampa  "tabloid"  daily  newspaper  and 
additional  newspaper  supplements  at  the  main  printing 
center  in  Turin.  The  presses  will  be  mainly  used  in  collect 
production  mode  with  the  possibility  of  book  stitching. 
The  selection  of  the  new  presses  was  based  on  the 
requirement  for  the  production  of  a  newspaper  with  a 
large  number  of  pages  (up  to  96  pages)  and  the  full-color 
printing  capability.  For  this  reason  the  requirement  of  the 
newspaper  readers  and  advertisers  in  the  Italian  market 
will  be  accommodated. 

La  Stampa  has  again  reaffirmed  its  confidence  in  WIFAG 
with  the  signing  of  the  contract  for  the  purchase  of  four 
evolution  372  offset  newspaper  presses  in  February  2005. 
The  new  presses  will  replace  three  0F7  newspaper  presses 
at  the  end  of  2006.  These  started  production  in  1989,  and 
were  extended  in  1995  to  56  pages,  of  which  8  pages  are 


4  color.  In  2001,  a  further  extension  with  0F370  shaftless 
add-on  towers,  units  and  autopasters  was  made  to 
increase  the  number  of  color  pages  to  64,  of  which  20 
pages  are  4  color. 

The  WIFAG  newspaper  presses  for  La  Stampa  are  the  first 
of  the  new  evolution  generation  in  Italy. 


Each  newspaper  press  comprises  the  following: 

•  3  evolution  372  4-high  printing  towers 

•  1  KF  140  /  T  2:5.5  jaw  folder 

•  3  autoturn  turner  bar  levels 

•  3  autopaster  A  reelstands 

The  newspaper  printing  presses  are  prepared  for  the 
integration  of  direct  exposure  of  the  non  process  printing 
plates  in  the  press  (CtPress)  at  a  later  date. 

New  WIFAG  Newspaper  Press  for 
Ringier  Print  Prague 

In  order  to  cope  with  the  increase  in  circulation,  Ringier 
Print  Prague  has  ordered  a  new  WIFAG  0F370S 
newspaper  printing  press  for  their  printing  company  in 
Malesice,  Prague. 

The  Czech  economy  is  expanding  and  the  new  membership 
to  the  European  Union  offers  new  opportunities  for  the 
printing  industry.  Especially  the  national  daily 
newspapers,  and  above  all  "Blesk"  from  Ringier  publishing 
have  seen  an  increase  in  their  circulation  and  a  growing 
volume  of  advertising. 

To  cope  with  these  growing  requirements  in  future,  and  to 
maintain  the  leading  position  it  has  achieved,  Ringier 
Print  Prague  a.s  has  invested  in  a  modern,  high-capacity 
WIFAG  newspaper  printing  press.  The  WIFAG  0F370S 
comprises  two  four-high  towers  in  blanket  to  blanket 
configuration,  two  autopaster  M,  and  one  2:5:5  jaw 
folder.  The  press  is  equipped  with  EAE  control  console 
technology,  color  register  controls  and  blanket  washing 
devices.  The  press  runs  at  37,500  copies  an  hour  can  be 
produced  with  up  to  32  pages  broadsheet  all  in  four-color 
in  collect  production  mode. 

The  press  will  be  delivered  in  February  2006,  and  the 
production  start  up  is  planned  for  the  beginning  of  May 
2006.  With  this  installation,  WIFAG  expands  its  strong 
position  in  the  new  Eastern  European  EU  countries. 

CONTACT: 

Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
TeL770  850-8511 
Fax.  770  850-8550 
E-tnail  30EatWIFAG@aol.cotn 
www.wifag.ch 

WIFAG 
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i  Designed  for 

4,  -  Image  data  based  control  of 

P  the  offset  printing  process 
-  Direct  imaging  in  the  press 


Investment  security 

-  WIFAG  evolution  471, 

Neue  Ziircher  Zeitung,  since  Sep  04  in  production 

-  WIFAG  evolution  371, 

Quest  -  France,  France,  production  start-up  2005 

-  WIFAG  evolution  371 

Druckzentrum  OetwiI  am  See,  Switzerland 

-  WIFAG  evolution  471  '* 

Le  Nouvelliste  S.A.  Sion,  Switzerland 

-  WIFAG  evolution  371 

North  Jersey  Media  Group,  USA 


WIFAG 

WIFAG  USA,  Mr  Joe  Ondras 

640  Gunby  Road,  Marietta,  GA  30067 

Tel.  770  850-8511,  Fax  770  850-8550 

JOEatWIFAG@aol.com 

www.wifag.com 
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ALL  NEW  DGM  ADVANTAGE  II  IMPROVES  COLOR 
AND  QUALITY  FOR  THE  NEWSPAPER  AND 
PUBLICATIONS  INDUSTRY 


The  DGM  Advantage  II  is  a  state  of  the  art  double 
circumference,  single  wide  four  high  tower  produced 
specifically  for  the  Newspaper  and  Publications 
industry.  Capable  of  high  quality  blanket-to-blanket  four 
over  four-color  printing,  the  DGM  Advantage  II  is 
an  8-page  perfecting  unit  that  can  be  stacked 
4-High  or  configured  as  a  stand-alone  floor  unit, 

2-High  or  3  High  stacks.  The  units  can  be 
configured  as  a  complete  new  press 
line  or  slip  in  replacement  units  for 
DGM  850  and  Urbanite™  presses. 

Motorized  sidelay,  circumferential  and 
unit-to-unit  register  controls  are 
standard.  The  design  features  all 
new  box  frames  and  external 
vertical  drive  shaft  with 
phaseable  gear  boxes.  The 
press  can  be  configured  as 
a  conventional  shafted 
pres  or  in  various 
footprint  shaftless 
arrangements.  DGM 
Advantage  II  presses 
are  rated  at  50,000 
impressions  per  hour 
straight  and  25,000 
impressions  per  hour  collect,  with  a  maximum  web  width 
of  36"  and  cut-off  lengths  of  21",  21.5",  22"  or  22.5". 

Ogden  Newspapers,  Incorporated,  headquartered  in 
Wheeling,  West  Virginia,  has  committed  to  install  the  very 
first  DGM  Advantage  II  press  line  in  its  Hawaii  facility 
that  prints  The  Maui  News  (daily  21,478;  Sunday,  25,938), 

The  all-new  press  configuration  will  feature  three  DGM 
Advantage  II  towers  and  one  DGM  1240  jaw  folder.  This 
configuration  will  provide  them  the  capability  of 
producing  24  pages  of  full  color. 

The  DGM  Advantage  II  is  built  upon  the  foundation  of  the 
existing  DGM  850  press,  but  reengineered  to  support  the 
needs  of  small  to  medium  papers  with  larger  page  counts. 
The  press  has  larger  frames  and  other  hardware  that  can 
be  stacked  four-high  to  permit  the  press  to  be  installed  in 


space-constrained  print  facilities  and  meet  ever 
increasing  four  color  demand. 

The  Advantage  II  can  be 
equipped  with  all  available 
state  of  the  art  automated 
controls  that  range  from  remote 
inking,  CIP  4  presets,  color  to  color 
automatic  register,  and  automatic 
cutoff  controls. 

The  DGM  Advantage  II  displayed 
at  NEXPO  will  be  available  for 
print  demonstrations  in  the  DGM 
factory  starting  in  May,  2005. 
Interested  companies  are  invited 
to  tour  DGM's  manufacturing  facility  in 
Elizabethville,  Pennsylvania.  Visit  their 
website  at  www.dauphingraphic.com  for 
more  information,  and  to  find  a  list  of 
world  wide  sales  agents. 

Located  in  Elizabethville,  PA, 
DGM  employs  200  persons  within 
a  125,000  square  foot  manufac¬ 
turing  facility.  DGM  Manufactures 
a  complete  line  of  single  width  offset  presses  in  the  DGM 
430,  DGM  Advantage,  DGM  440,  DGM  440S,  DGM  850,  DGM 
870  as  well  being  the  manufacturer  of  the  Americolor 
tower,  a  50"  double  width  tower  extension  to  the  installed 
base.  DGM  also  manufactures  a  full  line  of  complimenting 
folders  in  the  DGM  1035,  DGM  1240,  DGM  1050,  DGM 
1255,  and  the  DGM  2:3:4  jaw  folder. 
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The 

Practical  Solution. 


The 

DGM  Advantage  II 

Built  for  the 
Newspaper  and 
Piihlicatians  Industry. 


The  all  new  DGM  Advantage  11  is  a  double  around,  four  high  tower  capable  of  high  quality  blanket-to-blanket  four 
over  four  color  printing.  The  tower  is  also  a  slip-in  replacement  for  DGM  850  or  Urbanite’"  pressline  units.  Rated 
at  50,000  impressions  per  hour  straight  and  25,000  impressions  per  hour  collect,  the  DGM  Advantage  II  delivers 
maximum  performance  and  innovative  technology,  -all  with  a  practical  price  tag.  That’s  commitment  to  the  single 
width  industry  from  a  leader  in  technology.  That’s  DGM. 


Commitimmt-it's  not  just  a  word. 
It’s  our  philosophy. 


Dauphin  Graphic  Machines,  hic. 

1.800.DGM.6119  or  717.362.3243 
www.dauphingraphic.com 
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Creative  Circle  delivers  better  results. 


Creative  Circle  is  a  unique  and  versatile  media 
consulting  firm  with  a  very  practical  focus.  Drawing 
on  the  talent  of  dozens  of  top  media  professionals, 
we  can  help  you  tackle  the  toughest  challenges  faced  by 
newspapers  today: 

Circulation  declines:  While  we're  well-known  as  one  of 
the  industry's  leading  design  firms,  what  we  do  goes  far 
beyond  design.  Most  redesigns  are  expensive  window 
dressing  that  don't  deliver  results.  By  integrating 
strategic  consulting,  market  research  and  great  training, 
we  don't  just  redesign  newspapers,  we  re-energize  them. 
We  provide  a  strong  emphasis  on  readers,  lots  of  on-site 
time  and  we  get  the  entire  staff  involved.  The  result?  Most 
of  our  redesign  clients  are  growing  in  circulation. 

Classifieds  on  the  web:  Fed  up  with  flawed  classified 
web  entry  software,  our  clients  asked  us  for  help. 
Technology  companies  didn't  understand  that  web  entry 
had  to  be  more  than  just  data  collection.  So  we  created 
adQ:  Intelligent  classifieds.  The  result?  Not  just  longer 


ads;  better  ads.  Not  just  more  ads;  ads  that  sell.  And  lots 
more  repeat  business.  Because  that's  how  you  build  success. 

Staffing  and  budget  cuts:  When  ASNE  asked  newsroom 
staffers  whether  they  would  rather  have  a  pay  cut  or  more 
training,  they  choose  more  training.  And  we  provide  the 
industry's  best  training  for  news  and  advertising 
departments.  We've  led  hundreds  of  successful  training 
sessions  for  more  than  100  media  companies  in  20  countries. 
The  result?  More  productivity  and  better  morale. 

One  more  thing:  Unlike  other  consulting  firms,  we  will 
never  surprise  you  with  expenses  and  cost  overruns.  We 
bid  all  our  projects  on  a  flat  fee  basis  -  what  we  quote  is 
what  you'll  pay.  Period.  Just  another  way  we  deliver. 

CONTACT: 

Creative  Circle  Media  Consulting 
169  Weybosset  St. 

Providence,  RI  02903 
Phone:  (401)  277-4827 
www.creativecirclemedia.com 


Finally,  a  classified  web-entry  solution  that  understands 
your  advertisers  and  your  bottom  line. 


Clean,  simple  interface. 

Generates  a  user  database  &  library. 

Type,  cut-ancl-paste,  or  simply  use 
drop-down  menus  to  write  an  ad. 

Customized  drop-down  menus  create 
better  and  longer  ads. 

Tbousands  of  useful  tips! 

Previews  ads  in  your  type  &  styles. 

Upsells  ads  automatically  and 
encourages  users  to  add  photos! 

Dynamic  pricing  &  scbeduling. 

Integrates  with  existing  front-end  systems. 


Anyone  working  in  a  ciassified  caii  center 
knows  most  advertisers  need  heip  writing 
their  ad.  But  existing  ciassified  web  entry 
systems  oniy  offer  advertisers  a  biank  form 
to  write  in.  They  make  it  hard  to  shop  or 
compare  options.  They  have  a  ciunky  user 
interface.  And  no  heip.  Frustrating  at  best. 

Research  proves  that  adQ,  the  next 
generation  of  ciassified  web  entry,  resuits 
in  more  finished  ads.  adQ  was  designed  by 
top  newspaper  and  web  designers  who 
understand  your  customers,  not  just  your 
computers.  It's  easy.  It's  compiete.  It's 
heipfui.  Just  iike  your  best  saies  reps. 

Don't  just  get  online. 

Get  the  right  solution. 


Inteliigent 

classifieds 


Creative  Circle 

ADVERTISING 
SOLUTIONS,  INC. 


Call  today  for  an  online  demo:  401-277-4817  www.adqic.com  e-mail:  info@adqic.com 

Creative  Circle  Advertising  Solutions,  169  Weybosset  St.,  Suite  217,  Providence,  Rl  02903 
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Intelligent  Inserting  Technology 


Founded  in  1998,  NEWSTEC  has  quickly  become  the 
leading  company  for  remanufactured  inserters  and 
post-press  design.  In  addition,  NEWSTEC  software 
controls,  including  the  best  selling  NEWSCOM  Inserter 
Control  Management  System,  has  evolved  into  an  industry 
leader  for  post-press  machine  control  software. 

We  understand  newspapers  and  newspaper  packaging.  In  a 
highly  competitive  environment,  newspapers  companies  are 
continuing  to  look  for  ways  to  optimize  their  budgets  and 
maximize  profits.  Furthermore,  because  advertisers  demand 
smaller  and  smaller  ad  zones,  and  newspapers  demand 
accountability  and  reporting  capability,  control  software 


has  become  an  integral  tool  for  newspaper  packaging. 

Thus  NEWSTEC's  philosophy  is  simple:  A  quality 
remanufactured  inserter  with  state-of-the  art  software 
and  post-press  controls  allow  newspapers  the  ability  to 
meet  their  production,  advertising  and  budgetary  goals. 

So  why  pay  more  for  new  inserting  technology  when  a 
NEWSTEC  solution  will  meet  all  of  your  goals? 

For  your  next  post-press  upgrade,  contact  NEWSTEC  today 
at  800-900-7569.  We  welcome  the  opportunity  to  work 
with  you  and  assure  you  of  our  commitment  to  maximize 
your  budget  and  meet  all  of  your  production  requirements. 


>lnteingent  Inserting  TechnologY> 


>lntelligent  Inserting  Technology> 


Is  it  time  for  a  post  press  upgrade? 

Make  the  intelligent  choice. 

A  NEWSTEC  remanufactured  inserter  allows  for 
comparable  net  throughput  speeds  and  state-of-the-art 
control  capabilities.  When  it  comes  time  for  your  next 
post  press  upgrade,  meet  all  your  production,  advertising 
and  budgetary  goals  with  NEWSTEC. 


NEWSTEC 


>lntelligent  Inserting  Technology> 

4  Walpole  Park  South  Drive,  Walpole,  MA  02081 
P.  508.850.7945  F.  508.850.7951  www.newstec.com 
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EPG:  A  PARTNER  IN  PRINTING  EXCELLENCE 


“Everyone  should  own  an  EPG  presetting  system," 
says  John  Vejle  of  Skive  Folkeblad,  G/S,  Denmark. 

Thank  you,  John!  At  EPG  (Essex  Products  Group)  we  work 
hard  to  earn  praise  like  John  Vejle's.  Whether  we're 
retrofitting  EPG  KeyColor  Smart  Fountains  on  a  24  unit 
press,  developing  customized  KeyColor  presetting  and 
page-based  addressing  systems,  or  providing  original 
KeyColor  equipment  to  OEM's,  the  EPG  team  is 
dedicated  to  graphic  arts  excellence  and  long-term 
customer  satisfaction. 

Skive  Folkeblad  G/S  wanted  upgraded  presetting  capabilities 
on  a  six-tower  press  to  further  streamline  production  and 
minimize  waste.  "The  market  pushes  us  to  meet 
mega-short  deadlines,"  says  Vejle.  They  chose 
customized  EPG  KeyColor  AutoPage  and  AutoSet  systems 
that  now  enable  them  to  create  and  save  page  sets  that 
imposition  film  data  when  processing  TIF  or  CIP3  files. 


The  company  reports  simplified  page  set  up  and  color 
correction,  improved  color  consistency,  and  significant 
reduction  in  makeready  time  and  paper  waste. 

Today,  a  newspaper  printer  is  a  publisher's  partner, 
helping  drive  advertising  and  consumer  business.  And  at 
EPG,  we're  your  partner,  providing  you  with  state-of-the 
art  KeyColor  technology  that  helps  produce  high  quality 
newspapers,  while  gaining  significant  benefits  for  your 
business  -  makeready  time  savings  of  30  -  50%  and 
startup  paper  waste  savings  of  10%  plus! 

To  learn  more  about  how  EPG  can  be  your  partner  in 
printing  excellence,  contact  Pete  Alfano,  email 
sales@epg-inc.com,  telephone  860-767-7130; 
fax  860-767-9137.  EPG  is  located  at  30  Industrial  Park 
Road,  Centerbrook,  CT  06409.  Visit  the  EPG  website  at 
www.epg-inc.com. 


EPG 


INTEGRATED 

COLOR 

CONTROL 

SOLUTIONS 


REDUCING  MAKEREADY 

AT 

SKIVE  FOLKEBLAD 
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The  Austin  Company  and  McClier  join  forces  to 
offer  the  best  of  both  worlds. 


Responding  to  the  Business  Environment 

The  decision  to  invest  capital  in  new  equipment  or  a  facil¬ 
ity  to  support  your  operations  is  a  critical  decision.  It 
requires  an  understanding  of  your  business  and  of  what 
the  market  will  require  in  the  future  to  keep  costs  man¬ 
ageable,  profit  margins  solid,  and  advertisers  and  readers 
well-served.  In  essence,  it  is  an  outstanding  opportunity 
to  get  it  done  right,  the  first  time,  and  be  free  to  manage 
newspaper  operations  with  the  best  tools  and  systems. 

Comprehensive  Set  of  Services 

Austin  Media  Group  is  finding  flexible  solutions  to  new 
challenges  in  today's  media  markets.  Some  of  the  key 
issues  addressed  in  our  consulting  assignments  are:  distri¬ 
bution  networks  and  their  impact  on  mailroom  configura¬ 
tion;  the  optimization  of  existing  assets  such  as  press 
capacity,  packaging  and  distribution;  transportation 
costs;  utilization  of  multiple  platforms  for  distribution  of 
news  and  information;  and  accessing  strategic  sources  of 


new  revenue  including  earlier  delivery,  targeted  messages, 
and  targeted  distribution. 

Proven  Team 

Austin  Media  Group  offers  newspapers  and  other  media 
companies  a  variety  of  services,  personnel  and  processes 
that  are  specifically  designed  to  identify  your  needs, 
develop  an  optimal  solution,  and  deliver  it  on-time  and 
within  budget.  Austin  Media  Group's  services  are  adapt¬ 
able  based  on  the  size  and  needs  of  each  client.  Austin 
Media  Group  delivers  the  confidence  of  single-source 
responsibility  for  the  entire  project,  always  at  the  lowest 
competitive  market  cost,  and  now  with  the  best  team  of 
newspaper  specialists  available. 

CONTACT: 

Austin  Media  Group: 

(303)  228-3080 
(440)  544-2263 
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SPECIAL  ADVERTISING  SECTION 


Round-The-Clock  Advertising  Sales 
Prepayment  for  advertising  sold 


Your  advertisers  expect  more  from  your  publication 

Your  customers  have  become  accustomed  to  the  ease  of 
using  the  internet  to  conduct  transactions  for  everything 
from  banking  to  booking  travel.  Mediabids  offers  you  a 
way  to  capitalize  on  this  revolution  by  giving  your 
customers  the  ability  to  purchase  ads  in  your  publication 
using  an  internet-based  process. 

Use  your  publication's  website  to  sell  ads  for  your 
print  editions. 

Just  about  every  newspaper  is  faced  with  the  challenge  of 
earning  revenue  from  its  web  site.  Most  newspaper  web 
sites  offer  media  kits  and  contact  information  for  display 
advertising,  but  there  was  no  way  to  directly  sell  an  ad  to 
a  customer  from  a  newspaper's  web  site,  until  now. 
Mediabids.com  offers  a  simple,  convenient,  easy-to-use 
way  for  advertisers  to  buy  an  ad  right  from  a  publication's 
web  site  with  minimal  effort  and  no  upfront  cost.  There's 
no  investment  in  technology,  and  no  need  for  fancy  soft¬ 
ware.  And,  Mediabids  guarantees  payment  for  any  ad  sold. 
Mediabids  can  connect  your  newspaper  with  the  more 
than  6,000  registered  advertisers  on  the  Mediabids  web¬ 
site  all  who  have  a  need  to  promote  their  product  or  serv¬ 
ice.  More  than  100  advertisers  register  each  week  at 
www.mediabids.com  looking  to  buy  print  ads! 

Here's  how  Mediabids  works:  Go  to  www.mediabids.com 
and  register  your  publication.  Remember,  there  are  no 
registration  fees.  Once  you're  registered,  you  can  begin  to 
sell  advertising. 

Mediabids  offers  three  ways  to  sell  ads: 

•  Using  Mediabids'  new  ad  sales  process,  you  can  post 
a  specific  amount  of  ad  space  for  sale  on  the  Mediabids 
website.  You  determine  the  ad  size  and  the  price  you  will 
sell  it  for.  Create  a  standing  offer  that  can  be  sold  over 
and  over  again,  or  you  can  create  a  one-time  sale. 
Advertisers  can  purchase  the  ad  space  and  Mediabids 
handles  all  payment,  receiving  an  8.5  percent  commission 
only  when  the  ad  is  sold. 

•  Take  your  ad  sales  to  the  next  level  and  have  a  link 
placed  on  your  newspaper's  website  that  will  bring  the  adver¬ 
tiser  directly  to  your  Mediabids  ad  sales  page,  where  all  your 
sales  offers  can  be  viewed  and  purchased  right  on  the  spot. 

•  Try  out  our  advertiser  auctions.  Advertisers  indicate 
how  much  they'd  like  to  spend  on  advertising  and  you  will 
let  them  know  how  much  ad  space  they  can  purchase. 
Mediabids  handles  all  payment  and  helps  you  prospect  for 
new  advertisers. 


About  Mediabids 

Mediabids  enables  the  buying  and  selling  of  display  ads  in 
print  publications  online  from  your  website  or  www.medi- 
abids.com.  Over  2,000  publications  have  registered  on 
Mediabids  and  are  marketed  to  the  over  6,000  registered 
advertisers  from  across  the  country.  Registration  is  free. 
There  are  charges  only  when  a  publication  sells  an  ad 
through  Mediabids.  Advertisers  send  payments  to 
Mediabids  immediately  and  we  forward  it  to  the  publica¬ 
tions,  less  our  8.5%  commission. 


Registration  required  for  Mediabids  to  help. 

www.Mediabids.com. 

Email:  info@mediabids.com 
toll  free  866-236-2259 
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Receive  prepayment  for  all 
ads  sold  through  Mediabids. 

Register  your 
publication  today! 
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toll-free:  866-236-2259 
email:  info@>mediabids.com . 
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Visit  our  Web  site  now  and  ploy  our  "Follow  the  Money  Sweepstakes"  for  a  chance  to  win  a 
SONY  42"  widescreen  HDTV*  We'll  also  be  awarding  24  American  Express  gift  checks  for  $  1 00. 


NO  PURCHASE  NECESSARY.  U.S.  RESIDENTS,  1 8  YEARS  OF  AGE  OR  OLDER  TO  ENTER.  VOID  WHERE  PROHIBITED.  Promotion  ends  April  14,  2005. 
For  complete  details,  see  Official  Rules  at  www.mediaweek.com.  Sponsor;  VNU  Business  Media,  Inc.,  770  Broadway,  New  York,  NY  10003. 


You'll  find  the  new  Mediaweek.com  offers  so  much  more  than  any  other  industry  news  source. 
For  all  media,  all  the  time,  go  to  www.mediaweek.com. 


ALL  MEDIA. 
ALL  THE  TIME 


Introducing  the  NEW 


WIN  A  SONY 
WIDESCREEN 
^  HDTV* 


~  Go  to  www.niediaweek.coni  for  a  chance  to 

~  "  widescreen  HDTV! 

:Cr.'  2^—.—  Keeping  pace  with  the  ever-expanding  media  universe  requires  speed  and 

access,  getting  the  in-depth,  up-to-date  information  you  need  to  compete 
*”*••”  - !  ‘  ‘  ‘  and  succeed.  That's  why  we've  launched  the  new  Mediaweek.com. 

CiKiHmtoaocoiw 

6FHEEIS5UCS  ‘ 

_ "•"•*•*-— '***-  Redesigned  and  enhanced  —  with  twice  as  much  exclusive  Web  content 

—  Mediaweek.com  is  now  your  24/7  online  source  for  a  wealth  of 
information  you  won't  find  anywhere  else.  You'll  hove  access  to  breaking 
news  stories  and  expanded  coverage  in  six  key  media  categories  — 
network  TV/syndication,  cable  television,  TV  stations,  interactive,  print  and  radio.  Subscribers  will  also  have  online 
access  to  the  current  issue  of  Mediaweek  magazine,  as  well  as  new  features  and  departments  designed  to  keep  you  up 
to  speed  on  the  latest  media  trends  and  opportunities. 


Last  year  we  looked  at  ‘Hot 
Toons’  that  got  killed  before 
publieation.  Now  we  learn 
what  happened  when  six  edgy 
efforts  made  it  to  print. 


Drawing 
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BY  DAVE  ASTOR 


T’S  NOT  EASY  TO  CREATE  A  HARD-HITTING  EDITORIAL  CARTOON 

these  days.  Among  the  reasons:  The  number  of  editorial  car¬ 
toonist  jobs  is  shrinking  —  which  can  make  artists  afraid  to 
rock  the  boat,  for  fear  of  ending  up  on  the  unemployment  line. 
Also,  artists  who  want  to  get  picked  up  by  the  high-profile  car¬ 
toon  roundups  published  in  prominent  newspapers  and  magazines 
know  that  humorous  work  runs  more  often  than  pointed  commentary. 

But  some  cartoonists  are  still  raising  hell,  as  exemplified  by  the 

six  drawings  featured  in  this  story.  Last  beginning  of  last  year  that  elicited  the 

year,  in  our  May  issue,  we  featured  a  series  strongest  reaction  from  readers, 
of  “Hot  Toons”  that  had  been  killed  before  Here  are  the  stories  behind  these 

publication,  for  one  reason  or  another.  This  cartoons,  and  a  look  at  the  strong  and 
time  we  asked  a  number  of  artists  to  send  sometimes  angry  responses  (including  a 
along  the  cartoon  they  drew  since  the  few  death  threats)  they  engendered. 


Ann  Telnaes  received  threatening  e-mails  after 
her  2004  “Sharia  Law"  cartoon  was  linked  to 
some  of  her  earlier  drawings  in  2001. 
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◄  Ann  Telnaes 


Doing  the  cartoon  pictured  at 
left  set  oft' a  chain  of  events  that 
brought  Ann  Telnaes  three  death 
threats,  as  well  as  scrutiny  of  her  work 
from  three  years  prior. 

Telnaes  created  the  January  2004  car¬ 
toon  to  comment  on  how  Grand  Ayatollah 
Ali  Sistani,  the  Shiite  leader  in  Iraq,  views 
women’s  rights.  “Most  of  the  media  were 
portraying  Sistani  as  a  moderate,  but  I  had 
read  some  accounts  by  people  who  had 


\  m  \mT*Y 
RtPEKTTUEMCTAKE?. 
OF  VIETNAM  AND  ACT 
UmiATERALDT. 


tae  World  isn't 


1  BLACK  AND  WHITE. 
YoU NEED  NUANCE. 


covered  and  were  familiar  with  his  policies 
that  there  was  a  question  about  his  views 
on  women  and  their  place  in  society,”  says 
Telnaes,  a  2001  Pulitzer  Prize  winner  who 
had  been  syndicated  by  Tribune  Media 
Services  to  about  150  newspapers.  She  is 
planning  to  leave  TMS  effective  April  30. 

The  cartoon  was  posted  without  permis¬ 
sion  on  an  Iranian  magazine’s  Web  site, 
and  then  someone  linked  it  to  a  section 
of  Telnaes’  site  that  included  cartoons  she 
had  done  about  Saudi  Arabia  back  in  2001. 

Telnaes  subsequently  received  about  400 
messages  (mostly  the  product  of  a  mass 
e-mail  campaign)  about  those  2001 
cartoons.  “The  common  complaint  was 
that  I  had  insulted  Islam  and  Muslim 
women,”  she  says. 

Three  of  the  messages  contained  death 
threats,  one  of  which  moved  her  to  contact 
the  Cartoonists  Rights  Network,  which 
recommended  she  ask  her  syndicate  to 
contact  the  FBI  —  and  TMS  did  so.  “An 
agent  then  interviewed  me  over  the  phone 
and  tracked  the  e-mails  to  Saudi  Arabia 
and  Kuwait,”  Telnaes  recalls. 

“Lots  of  cartoonists  get  mass  mailings, 
so  it  comes  with  the  job,”  she  adds. 

“Except  for  being  a  pain  and  time-con¬ 
suming  to  delete  every  morning,  I  don’t 
mind  getting  negative  feedback.  But  when 
someone  makes  a  direct  and  specific 
threat  to  you  in  English,  I  feel  you  should 
take  it  seriously.  There  are  too  many  nuts 
out  there  and,  while  I  didn’t  feel  contact¬ 
ing  the  FBI  would  make  me  any  safer, 

I  did  want  to  know  where  these  e-mails 
were  coming  from  and  have  people  aware 
I  had  received  them.”  □ 


Chip  Bok 

Akron  (Ohio)  Beacon  Journal 


fighting  for  and  there  are  times  when  your 
enemies  need  to  fear  you,  not  be  under¬ 
stood  by  you.  I  thought  this  was  one  of 
those  times.” 

He  adds  that  no  weapons  of  mass 
destruction  were  found  in  Iraq,  but  since 
Bush  took  office,  “Libya  flipped,  Iraq  held 
a  successful 
election,  Egypt 
^  **  making  noise 

—  about  more 

^  and  Lebanon  is 

jg  demanding  that 

Syria  get  out.” 

]  I  Michael 

/  il  ^  Beacon 

Journal  associate 

of  the  newspaper’s 

‘There  are  things  worth 

mes  when  your  enemies  j 

iderstood  by  you.”  says  he  expected  a 

reaction  to  Bok’s 

March  2004  drawing  —  and  it  was  “as 
strong  as  any  provoked  by  a  cartoon  in  the 
past  year.”  But  Douglas  remembers  being 
“impressed  by  the  depth  and  punch  of  the 
cartoon,”  and  adds:  “I  like  it  when  Chip 
does  cartoons  that  generate  a  lot  of  reac¬ 
tion.  He  should  be  very  provocative.  Chip 
doesn’t  provoke  in  a  cheap  way.  He  usually 
makes  people  think,  and  even  re-examine 
their  positions.”  □ 


COMBINE  9/11  IMAGERY  AND  COM- 
mentary  about  the  Iraq  war,  and 
you  have  a  cartoon  that’s  going  to 
draw  a  lot  of  reader  response. 

Chip  Bok  recalls  that  about  75%  of 
e-mailers  criticized  this  March  2004 
cartoon.  “They  accused  me  of  exploiting  a 
tragedy  for  political 
purposes;  failure  to 
understand  that  jfajy 

terrorism  is  caused  " 
by  poverty,  injus- 
tice,  exploitation,  ^ 

and  ignorance; 
promoting  neo-con 
spin;  ignorance  of 
the  fact  that  Iraq 
had  absolutely  no 

connection  to  ter-  ^  ^ 

rorism  whatsoever; 

j  1  u  j  Ohio  cartoonist  Chip  E 

and  general  bad 

taste,  theA«T07i  need  to  fear  you,  not 
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Matt  Davies 
The  Journal  News, 
White  Plains,  N.Y. 

A  CARTOON  PICTURING  CONDOLEEZZA 
Rice  playing  the  piano  was  not 
music  to  the  ears  of  some  readers. 
“Bizarrely,  several  suggested  the  cartoon 
inferred  Condi  could  only  play  a  piano  with 
one  key  because  she’s  African  American, 
and  so  were  accusing  me  of  being  racist,” 
says  Matt  Da\Tes,  the  2004  Pulitzer  Prize 
winner  who  does  his  cartoons  for  The 
Journal  News  of  White  Plains,  N.Y.,  and 
Tribune  Media  Services.  Others  who  did 
“get”  the  November  2004  cartoon  just 
complained  about  Davies  being  liberal. 

What  was  Davies  trying  to  convey  in  the 
cartoon?  “It  depicts  a  brilliant  and  highly 
capable  Secretary  of  State,  who  happens  to 
be  an  accomplished  concert  pianist,  who  is 
totally  wasted  on  a  foreign-policy  piano 
fitted  with  only  one  key,”  replies  Davies. 
“Sure,  it  was  my  opinion,  but  not  one 
reader  argued  effectively  against  what  I 


Matt  Davies  was  criticized  by  readers  who  both 
understood  and  didn’t  get  his  Rice  cartoon. 


was  saying.  I  love  a  good  discussion,  but 
‘the  Bush  White  House  doesn’t  have  a 
one-note  foreign  policy’ just  doesn’t  do 
it  for  me.” 

About  40%  of  e-mailers  liked  the  car¬ 
toon  —  exemplifying  what  Davies  calls  “a 
pleasant  evolutionary  step”  in  cartooning. 
“Before  widespread  use  of  e-mail,”  he 
explains,  “only  people  who  were  spitting 
mad  could  be  bothered  to  put  pen  to 
paper,  or  worse,  call.  Now  it’s  so  easy  to 
send  someone  an  e-mail,  we’re  starting  to 
see  mail  from  people  who  appreciate  and 
enjoy  a  cartoon,  too.”  He  adds,  however. 


that  much  of  this  positive  e-mail  comes  P 

from  overseas.  ; 

Ron  Patafio,  the  Journal  News’  editorial  * 
page  editor,  says  e-mail  has  also  con-  * 

tributed  to  readers  complaining  directly  to  * 
a  cartoonist  about  a  cartoon  rather  than 
contacting  an  editor  at  the  paper. 

Patafio  says  Davies’  piano  cartoon  “was 
an  excellent  commentary  on  the  adminis¬ 
tration’s  foreign  policy  —  clear  and  funny.” 

He  adds:  “I  welcome  a  cartoon  that  gener¬ 
ates  comment,  even  in  the  form  of  strong 
protest.  Stimulating  debate  is  what  an 
editorial  page  is  all  about.”  □ 


Mike  Thompson 
Detroit  Free  Press 

WHEN  AN  EDITORIAL  CARTOON- 

ist  takes  on  the  National  Rifle 
Association,  NRA  can  also 
stand  for  “Negative  Reaction  Avalanche.” 

Sure  enough,  Mike  Thompson  received 
many  critical  e-mails  after  drawing  this 
cartoon  last  September.  “The  gun  lobby  is 
very  well  organized  and  very  capable  of 
responding  en  masse  any  time  somebody 
questions  the  wisdom  of  unlimited  access 
to  guns,”  he  says. 

Thompson,  who  did  the  cartoon  after 


a  man  opened  fire  in  a  Detroit  day¬ 
care  center,  recalls  that  the  e-mails 
came  from  various  parts  of  the 
country.  “This  is  something  cartoon¬ 
ists  are  encountering  more  and  more 
since  the  advent  of  the  Internet,” 
notes  the  artist,  whose  work  is 
syndicated  by  Copley  News  Service. 
“Special-interest  groups  have  become 
very  savvy  about  this.  Your  work  can  be 
widely  disseminated,  so  response  can 
come  from  all  over.  Often,  these  reactions 
are  orchestrated.” 

Thinking  about  the  cartoon  several 
months  later,  Thompson  has  no  regrets 
about  drawing  it.  “It  did  what  a  good 


Mike  Thompson 
appears  to  be  taking 
a  simple  approach 
in  this  self- 
portrait. 
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J.D.  Crowe  says  his  anti-Bush  cartoons  aren’t 
very  popular  with  much  of  his  readership. 


calls.  “I  noticed  a  few  shaking  heads  as 
people  walked  by  me  in  the  grocery  store,” 
adds  Crowe,  who  takes  a  support-the- 
troops  approach  to  the  Iraq  war.  But  he 
also  received  lots  of  positive  response  from 
Register  readers,  who  he  respects  for  not 
hesitating  to  offer  pro  or  con  opinions. 

The  generally  pro-Bush  Register  bumped 
the  Oct.  27  drawing  —  like  a  number  of 
other  Crowe  cartoons  criticizing  the 
president  —  from  the  editorial  page  to  the 
Op-Ed  page.  “I  think  this  is  a  fair  compro¬ 
mise,”  says  the  Artizans.com-syndicated 
Crowe.  “I  would  rather  have  them  pub¬ 
lished  than  not  published.”  Crowe,  who’s 
in  sync  with  the  Register  on  most  local  and 
state  issues,  praises  the  paper  for  “defend¬ 
ing  my  freedom”  to  draw  cartoons  with 
which  it  disagrees.  □ 


administration  is  considered  blasphemy.” 

Crowe  did  the  cartoon,  which  ran  six 
days  before  the  2004  election,  because  he 
was  bothered  by  Bush’s  “refusal  to  admit 
any  mistakes.  I  also  found  it  disturbing 
that  Bush  seemed  to  think  his  every  whim 
was  some  sort  of  message  from  God.” 
When  he  came  up  with  the  idea  for  the 
Oct.  27  cartoon,  “I  had  no  choice  but  to 
draw  it.  Maybe  it  was  God’s  will!” 

While  Crowe  didn’t  have  exact  numbers, 
he  recalled  that  the  cartoon  generated 
about  triple  the  usual  response  —  includ¬ 
ing  “nasty”  letters  and  “blistering”  phone 


J.D.  Crowe 

Mobile  (Ala.)  Register 


J'  D.  Crowe  considers  himself  a 
“moody  moderate,”  but  many 
•  Mobile  (Ala.)  Register  readers  think 
of  him  as  liberal  —  especially  when  he 
tweaks  President  Bush  in  cartoons  such  as 
the  one  below. 

“There  are  many  places  this  cartoon 
would  not  be  considered  controversial,” 
Crowe  notes,  but  says  much  of  Alabama  “is 
crimson  red  and  populated  with  Baptists. 
Anything  even  slightly  critical  of  the  Bush 


political  cartoon  is  supposed  to  do:  It 
touched  a  nerve,”  he  says.  “In  this  case, 

I  deflated  one  of  the  NRA’s  principal 
arguments  against  gun  control.  Any  time 
political  cartoonists  can  turn  someone’s 
argument  on  its  head,  they’re  going  to  get 
a  lot  of  reaction.  But 
that’s  part  of  my 

f  \  job  —  getting  people 

j  to  think  and  opening 
up  a  dialogue  with 
readers,  and  some- 
times  generating 

^  ^ -  Thompson  adds: 

Thompson  believes  1  i-  j 

controversy  is  OK.  ^  ^on  t  believe  read¬ 
ers  necessarily  want  to 
agree  with  everything  in  a  newspaper.  Talk 
radio  and  cable  TV  [understand]  this  con¬ 
cept.  While  my  own  editors  are  great,  many 
newspaper  editors  elsewhere  shy  away 
from  anything  hinting  of  controversy.”  □ 
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Henry  Payne 
The  Detroit  News 

After  Henry  Payne  did  this 
Iraq-war  cartoon  referring  to 
D-Day,  he  had  some  “E-Days” 
filled  with  e-mails  that  were  60%  critical 
and  40%  supportive.  One  reader  wrote: 
“I’m  frustrated  with  conservatives  who  try 
to  prop  up  the  shaky 
moral  standing  of 
the  Iraq  war  by  con¬ 
necting  it  to  a  truly 
just  and  moral  war. 
It’s  cynical  and 
cheapens  the  efforts 
of  the  WWII  vets.” 

But  Payne  says 
he  wouldn’t  have 
done  the  June  2004 
cartoon  any  differently.  He  notes  that 
while  World  War  II  “seems  so  straight¬ 
forward  in  retrospect,  [it]  was  fiill  of 
mistakes  and  difficult  calculations.  But 
it  ultimately  led  to  ‘liberation’  —  ironical¬ 
ly  of  the  very  French  nation  that  pooh- 
poohs  that  notion  in  Iraq.  The  famous 
Normandy  image,  I  thought,  was  a 


perfect  way  to  frame  the  message.” 

Payne  adds:  “I  treasure  cartoons  like 
this  because  they  provoke  laughter  from 
supporters  and  outrage  from  those  who 
disagree.  But,  above  all,  the  cartoon  forces 
both  sides  to  wrestle  with  the  issue.” 

It  was  syndicated  by  United  Media,  but 


didn’t  appear  in  The  Detroit  News,  which 
only  runs  Payne’s  local-issue  cartoons. 

The  News  staffer,  who  majored  in 
history  at  Princeton  University,  often  does 
cartoons  that  reference  the  past.  He  says: 
“History  teaches  perspective  on  any 
number  of  issues  —  especially  war.”  J 


Cartoonist/history 
buff  Henry  Payne 
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Newsprint  demand  in  North  America  continued  to  slide  early  in  2005, 
following  a  downward  pattern  seen  in  2004.  Given  the  declining  trend,  market 
observers  are  increasingly  less  optimistic  that  the  market  will  rebound. 

It  does  not  appear  that  the  practice  of  publishers  and  printers  to  reduce 
consumption  of  newsprint  through  various  conservation  measures  will 
change  anytime  soon.  To  counteract  this  contraction  in  demand,  producers 
have  reduced  supply,  and  more  announcements  involving  newsprint  capacity 
shutdowns  or  conversions  are  expected  this  year. 

North  American  newsprint  manufacturers  plan  to  raise  the  price  of  30-lb 
newsprint  in  the  U.S.  by  $35/ton,  effective  March  1 .  Given  the  limited  success 
of  price  increases  in  2004,  it  is  uncertain  how  much,  if  any,  of  the  increase 
might  stick.  Two  $50/ton  hikes  posted  last  year  were  each  rolled  back  to 
$30/ton,  bringing  the  current  price  for  standard  newsprint  to  $565/ton, 
according  to  Reeltime. 

INK  SPOTLIGHT 


Source:  Dave  Savastano 
Editor,  Ink  World 
www.inkwoi1dmagazine.com 

Numerous  newspaper  publishers  are  currently  making  capital  improvements  to 
their  presses.  For  example,  major  publishers  such  as  the  Tribune  Company  and 
Gannett  have  significantly  upgraded  their  equipment  at  many  locations. 

Other  publishers  are  choosing  to  refurbish  their  existing  equipment.  Ink 
executives  are  beginning  to  see  interest  in  new  inking  systems.  In  particular, 
companies  such  as  Goss,  with  its  new  digital  inking  system  CGI,  and  TKS  are 
doing  brisk  business. 

“The  inkers  on  the  older  presses  are  not  as  precise,  and  we  see  a  lot  of 
newspapers  replacing  old  inking  systems  with  new  inkers,”  said  Norm  Harbin, 
Flint  Ink’s  vp  of  business  and  technical  development  for  News  Ink.  “These  new 
systems  are  allowing  more  precise  metering  onto  rollers,  improving  ink  density 
and,  most  importantly,  providing  the  reproduction  that  is  expected  today.” 

“Advertisers  are  looking  to  add  more  color,  and  regardless  of  how  well  older 
inking  systems  are  maintained,  they  are  limited,”  said  Larry  Lepore,  vp  of 
operations  for  US  Ink.  “Digital  inkers  can  certainly  make  a  significant  difference 
by  providing  much  better  density  control,  less  density  variation  and  substantially 
reduced  waste.  Our  customers  say  their  experience  has  been  very  positive.” 
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“Bowater’s  premium  grades  have  been  an  important  building  block  in  our 
product  diversification  strategy.  We  use  Bowater’s  34-pound  65  Hi-Brite  on 
the  inside  pages  of  Upstate  Parent,  our  four-year-old  parenting  publication, 
and  on  all  pages  of  LINK,  a  weekly  for  young  readers  launched  in  February 
2004.  We  believe  the  extra  weight  and  brightness  have  been  important 
factors  in  the  explosive  growth  of  audience  and  ad  volume  for  both  publications.” 
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No  major  new  scandals  have  surfaced, 
but  many  papers  may  soon  suffer  a 
numbers  drain  as  the  Audit  Bureau  of 
Circulations  adds  rules  and  staffing 

ONWARD 

ABC 

SOLDIERS 

BY  JENNIFER  SABA 

SINCE  LAST  SUMMER,  THREE  LARGE  AND  THREE  SMALLER 

dailies  have  been  cited  by  the  Audit  Bureau  of  Circulations 
(ABC)  for  misstating  circulation  by  a  combined  total  of 
hundreds  of  thousands  of  copies  in  recent  years.  Circulation 
scandals  have  occurred  in  the  past,  but  2004  was  different  — 
mostly  because  they  just  kept  on  coming.  Industry  watchers  wondered  if 
this  was  the  circ  equivalent  of  the  four  horsemen  of  the  apocalypse,  or  just 
a  handful  of  bad  actors  linked  by  wretched  timing. 

So  far,  to  the  surprise  of  some,  no  other  papers  have  been  hit  with  major 
circulation  transgressions.  Good  news?  Definitely.  But  here’s  the  down¬ 
side:  Efforts  to  prevent  future  scandals  at  a  few  papers  will  seriously 
impact  the  circulation  numbers  of  very  many  others,  in  the  short  term  (and 
possibly  forever). 

Michael  J.  Lavery,  president  of  ABC,  has  At  the  same  time,  the  organization  is  sending 

likened  the  reported  fraud  to  “ice  cubes”—  a  stem  message  to  the  newspaper  industry  that 

as  opposed  to  the  oft-used  tip-of-the-iceberg  the  scandals  did  indeed  create  disorder.  Lavery 
metaphor  —  in  assuaging  fears  that  the  prob-  also  said  in  his  January  address,  “Circulation 
lems  were  widespread.  In  a  January  speech  he  accountability  has  become  as  important  as 
said,  “While  no  one  can  predict  the  future,  but  financial  accounting  to  all  publishers.  It  cer- 
with  the  benefit  of  seven  months  of  hindsight,  tainly  is  to  public  companies,  whether  the  price 
it  would  appear  that  these  were  the  acts  of  a  for  circulation  transgressions  has  produced  a 

few  wayward  publications.  Certainly  that’s  significant  hit  to  everything  from  P&L  reserves 

the  view  of  ABC’s  board.”  to  stock  prices.  And  the  image  and  advertiser 
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perception  costs  suffered  by  the  entire 
print  industry  have  been  very  high.” 

So  the  90-year-organization  that  audits 
nearly  1,400  newspapers  turned  the 
screws  on  its  rules,  most  recently  at  its 
March  board  meeting.  Now,  for  example, 
separate  circ  reports  are  required  for  every 
day  of  the  week  and  the  “omitted  days” 
provision  has  been  tightened.  It  has 
toughened  punishments,  including  stiff 
fines  for  papers  that  were  caught  fudging 
numbers.  Furthermore,  any  legal  fees  that 
ABC  might  incur  from  a  fraudulent  action 
now  get  passed  on  to  the  newspaper 
responsible. 

ABC  has  taken  the  message  public 
through  advertising  and  speeches.  In 
November,  in  a  full-page  ad  in  The  New 
York  Times,  the  bureau  stated,  “ABC’s 
standards  are  needed  now  more  than 
ever.”  The  message,  signed  by  eight 
members  of  the  advertising  agency  board 
directors  including  chairman  Robert 
Troutbeck,  assured  media  buyers  and 
publishers  that  ABC  was  doing  everything 
in  its  power  to  guarantee  the  integrity 
and  accuracy  of  its  audits. 

There’s  a  consensus  view  that  ABC  is 
indeed  “taking  exacting  steps  to  get  these 
scandals  under  control,”  says  Stephen  C. 
Johnson,  circulation  director  for  the 
community  newspapers  division  of  Free¬ 
dom  Communications  Inc.  and  publisher 
of  The  Lima  (Ohio)  News.  That  said,  the 
impact  of  the  circulation  scandals  is  just 
beginning,  as  will  become  clear  in  the 
FAS-FAX  reports  coming  this  spring 
and  autumn. 


guidelines  will  make  circulation  more 
transparent  in  future  reporting  periods. 

It  will  be  harder  to  obscure  circulation 
of  lower  “quality,”  leading  to  probable 
cutbacks  in  those  categories.  Also,  the  new 
daily  reports  will  surely  tempt  advertisers 
to  avoid  or  at  least  think  twice  about  buy¬ 
ing  certain  days  of  the  week  from  now  on. 

All  of  this  considered,  it’s  hard  to 
imagine  that  overall  circulation  numbers 
will  not  decline,  perhaps  steeply  in  some 


The  CRITERIA  COLLECTION 

ON  March  10,  Prudential  Equity  Research  released  a  detailed,  72- 
page  study  on  circulation.  The  report  compared  figures  for  the  September 
2004  and  September  2003  publisher’s  statements  from  the  Audit  Bureau  of 
Circulations  for  50  of  the  top  daily  papers  in  the  country  (and  in  Prudential’s  coverage 
universe).  The  firm  analyzed  or  ranked  the  papers  according  to  10  criteria,  in  what 
it  called  a  “circulation  quality  screener.” 

Below  are  four  of  the  10  criteria  used  and  the  papers  (listed  here  in  alphabetical 
order)  that  were  flagged  by  Prudential  for  heading  in  the  wrong  direction. 


Decline  of  5%  or  Greater  in  Full- 
Paid  Home  Delivery: 

The  Arizona  Republic  (Phoenix) 
Asbury  Park  (N.  J.)  Press 
The  Boston  Globe 
Daily  News  (New  York) 

The  Denver  Post 

Fort  Worth  (Texas)  Star-Telegram 
Houston  Chronicle 
Los  Angeles  Times 
Orlando  (Fla.)  Sentinel 
Rocky  Mountain  News  (Denver) 

The  San  Diego  (Calif.)  Union-Tribune 
San  Francisco  Chronicle 
San  Jose  (Calif.)  Mercury  News 
The  Star-Ledger  (Newark,  N.  J.) 

The  Sun  (Baltimore) 

The  Wall  Street  Journal  (New  York) 

j  Full-Paid  Single  Copies  Have 
I  Declined  10%  or  More: 

I  The  Denver  Post 

The  Kansas  City  (Mo.)  Star 

The  Miami  Herald 

The  Plain  Dealer  (Cleveland) 

Rocky  Mountain  News  (Denver) 

The  San  Diego  (Calif.)  Union-Tribune 
South  Florida  Sun-Sentinel  (Ft. 
Lauderdale,  Fla.) 


San  Francisco  Chronicle 
St.  Paul  (Minn.)  Pioneer  Press 
The  Star-Ledger  (Newark,  N.  J.) 

Star  Tribune  (Minneapolis,  Minn.) 

Newspapers-in-Education  Increase 
of  20%  or  More: 

The  Charlotte  (N.C.)  Observer 
The  Denver  Post 
The  Fresno  (Calif.)  Bee 
Houston  Chronicle 
New  York  Post 

The  News  Observer  (Raleigh,  N.C.) 
The  Providence  (R.I.)  Journal 
Richmond  (Va.)  Times-Dispatch 
Rocky  Mountain  News  (Denver) 

The  Sacramento  (Calif.)  Bee 
The  Seattle  Times 

Star  Tribune  (Minneapolis,  Minn.) 

The  Sun  (Baltimore) 

The  Wall  Street  Journal  (New  York) 

Newspapers-in-Education 
Represents  More  than  4%  of  Circ: 

The  Boston  Globe 

The  Courier-Journal  (Louisville,  Ky.) 
Daily  News  (New  York) 

Houston  Chronicle 
Los  Angeles  Times 


\  cases,  at  quite  a  few  newspapers  by  the 
end  of  this  year. 

,  When  being  critical  is  positive 

In  the  past,  ABC  “verified”  the  numbers 
provided  by  publishers,  as  John  Payne,  sen¬ 
ior  vice  president  of  strategic  planning  and 
corporate  communications  at  ABC,  puts  it. 
Audits  are  now  more  aggressive.  Payne  says 
ABC’s  job  is  not  unlike  that  of  airport  secu¬ 
rity:  not  everyone  is  strip-searched,  but 
when  something  gets  past  the  system,  new 
measures  are  put  in  place. 

After  some  of  the  fraud  cases  had  been 
reported,  ABC  moved  in  July  to  adopt  a 
standard  from  the  American  Institute  of 
Public  Accountants  called  “Assumption  of 
Fraud  in  Audits.”  It  includes  the  “assump¬ 
tion  of  fraud  in  the  assessment  of  audit  risk 


in  all  audits  regardless  of  previous  audit 
history  or  audit  findings.  This  means  ABC 
will  conduct  discovery-level  confirmation 
of  subscribers  and  newsstand  sales  in  addi¬ 
tion  to  existing  audit  procedures,”  ABC  told 
E&P  in  an  e-mail.  “It  does  not  mean  that 
fraud  can’t  or  won’t  happen  again,  but  ABC 
is  certainly  doing  the  best  possible  job  at 
preventing  it  by  doing  our  job:  auditing 
our  member  publications  with  a  very  alert 
eye.” 

As  for  why  the  audits  were  not  and  are 
not  forensic  in  nature  (or  why  they  weren’t 
aggressively  looking  for  fraud  in  the  first 
place),  former  ABC  chairman  of  the  board 
and  current  CEO  of  Advo,  Scott  Harding, 
explains,  “The  system  is  designed  within  a 
fiscally  responsible  non-forensic  technique 
to  minimize  the  risk.  The  fact  that  there 
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have  only  been  a  few  incidents  indicates  to 
me  that  it’s  working.  Forensic  audits  are 
unrealistic  unless  you  have  auditors  housed 
at  the  publications  365  days  a  year,”  he 
says.  In  other  words,  it  would  cost  way  too 
much  money  and  take  way  more  time  to 
constantly  go  about  dusting  for  prints. 

To  adopt  some  of  the 
new  techniques  the  ABC 
has  put  in  place,  howev¬ 
er,  the  organization  says 
it’s  looking  to  hire  about 
20  new  auditors  for 
roughly  $33,000  a  year. 

Thirty  percent  of  ABC’s 
current  auditors  have 
been  with  the  organiza¬ 
tion  for  less  than  a  year; 
their  average  age  at  the 
moment  is  32. 

“From  what  we  can  see,  they  beefed 
up  their  ranks  and  added  people,”  Bob 
Shamberg,  chief  executive  of  Newspaper 
Services  of  America,  observes.  “It’s  our 
understanding  the  audit  rigors  have  gotten 
more  intense  and  more  focused.  They  are 
far  more  conscious  of  fraud.” 

And  publishers  will  feel  the  price  in¬ 
crease  in  small  ways.  Forensic  or  not,  the 
net  result  is  that  audits  will  take  longer  and 
cost  more.  Members  pay  estimated  audit 
deposits  and  subsequent  yearly  dues  that 
vary  on  the  size  of  the  newspaper:  Daily 
papers  with  a  circulation  over  50,000  pay 
ABC  $8,800  per  year  after  an  initial  audit 
deposit  of  $7,800;  those  with  a  circ  be¬ 
tween  25,001  and  50,000  pay  $6,400  a 
year  with  an  initial  audit  deposit  of  $5,700; 
and  those  with  a  circulation  of  15,001  to 
25,000  pay  $2,700  per  year  with  an  initial 
audit  deposit  of  $4,400.  “Our  audit  fees 
have  stayed  relatively  level,  with  only  mi¬ 
nor  increases  to  keep  pace  with  the  rate  of 
inflation,  about  2%  per  year,”  ABC  says. 

But  there  are  more  implications.  Even 
ice  cubes  raise  the  water  level  —  and  if  the 
scandals  did  anything,  it  drew  floodlights 
on  circulation.  ABC  is  the  one  entity  re¬ 
sponsible  for  leading  everyone,  publishers 
and  advertisers  alike,  to  dry  ground.  Now 
that  the  scandals  have  been  addressed, 
the  organization  is  moving  to  concentrate 
on  the  aftereflects  —  which  could  prove  to 
be  considerably  more  troubling  —  while 
trying  to  balance  the  needs  of  its  three 
constituents:  publishers,  agencies,  and 
advertisers. 

'Other  paid’ becomes  an  issue 

Since  l2ist  summer,  there  has  been  a 
renewed  focus  on  “other-paid”  circulation, 
which  includes  hotel/guest  copies.  News¬ 


—  WILLIAM  DEAN  SINGLETON/ 

CEO,  MediaNews  Group 


papers  in  Education,  employee  copies, 
and  third-party  sales.  “People  are  less 
concerned  about  fraud  but  are  very 
focused  on  overall  circulation,  more  so 
than  I  have  ever  seen  in  more  than  15 
years  of  covering  this  group,”  says  Lauren 
Rich  Fine,  a  newspaper  analyst  with 
Merrill  Lynch.  She  notes  “our  confusion 
over  what  the  breakouts  are  and  how 

relevant  they  are 
for  advertisers, 
and  we  don’t 
know  the  answer 
to  that,”  adding 
that  she  wants 
to  understand 
the  other-paid 
category  better 
“because  it 
strikes  me  as 
an  area  that’s  grown  so  rampantly,  you 
sort  of  wonder  how  real  it  really  is.” 

Two  other  influential  flnancial  analysts, 
Paul  Ginocchio  at  Deutche  Bank  and 
most  recently  Steven  Barlow  at  Prudential 
Equity  Research,  have  issued  detailed 
reports  which  zero  in  on  the  other-paid 
category,  asserting  that  circulation  is  de¬ 
clining  much  faster  than  the  industry 
claims.  The  concern  at  hand  is  that  other- 
paid  circulation  is  considered  lesser 
“quality”  than  full-paid  circulation  because 
the  reader  is  less  likely  engaged  in  the 
product. 

“[The  scandals]  tended  to  cement  the 
notion  that  circulation  is  in  a  slow  and 
irreversible  decline,”  observes  Rick 
Edmonds,  a  writer  and  researcher  on 
business  issues  at  the  Poynter  Institute. 

“As  of  a  couple  of  years  ago,  people  were 
saying  it’s  slowed,  it  could  be  reversed. 

We  stopped  hearing  that.  There  is  this 
effect  from  the  scandals,  and  that’s  third- 
party. 

“Third-party  circulation  is  at  least  as 
big,  if  not  more  so,  with  advertisers,”  he 
adds.  “My  best  guess  is  it’s  more  of  a  factor 
in  sort  of  negotiating  rates  and  the  pricing 
power  of  new'spapers.” 

The  latest  report  from  Prudential  Equity 
Research  on  this  very  subject  noted  that 
the  scandals  opened  the  door  for  the  firm 
to  compare  the  pre-circulation  scandal 
data  of  September  2003  with  September 
2004’s  filings:  “As  circulation  is  not  only 
a  revenue  source  but  also  a  key  metric 
in  setting  advertising  rates,  it  is  critical 
to  examine  the  trends  at  this  point.” 

The  report  said  that  total  average  daily 
circulation  across  50  of  the  top  papers  in 
the  country  was  down  0.7%  for  the  period 
between  September  ’03  and  September 


’04;  if  the  three  censured  papers  were 
included,  that  average  would  be  lower. 
Though  the  overall  drop  seems  slight, 
the  firm  looked  at  other  aspects  of  circula¬ 
tion,  mainly  full-paid  home  delivery  and 
full-paid  single-copy  sales,  and  found 
the  declines  to  be  more  dramatic,  at  2.5% 
and  6.8%  respectively.  What’s  more, 
other-paid  circulation  grew  34%. 

Right  or  wrong,  this  is  setting  off 
alarms,  and  fears  that  advertisers  may  feel 
they  are  paying  top  dollar  for  lower  quali¬ 
ty.  As  the  NSA’s  Shamberg  says,  “We  are 
fans  of  newspapers  trying  to  grow  their 
circulation.  We  are  not  fans  of  our  adver¬ 
tisers  paying  for  that.” 

In  his  keynote  address  at  the  November 
board  meeting,  ABC’s  Troutbeck  suggested 
that  some  of  the  scrutiny  has  run  amok: 
“When  trust  in  the  information  breaks 
down  ...  when  buyers  start  to  lose  confi¬ 
dence  in  the  data ...  and  when  the  issue 
gets  fueled  by  irresponsible  journalists 
who  care  more  for  the  angle  than  getting 
it  right,  start  writing  things  like  ‘to  prop 
up  a  wheezing  industry,  ABC  moved  a 
couple  years  ago  to  define  paid  circulation 
down’ ...  or  how  about  this  one:  ‘Newspa¬ 
pers  lie  about  their  circulation  numbers 
because  industry  auditing  standards  make 
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it  easy  to  do  so’ ...  that’s  when  you  as 
publishers  ...  and  we  as  ABC  have  a 
problem.” 

Behind  the  ABCs  curtain 

Considering  the  make-up  of  ABC,  it’s 
surprising  the  disparate  parties  haven’t 
nearly  come  to  blows  more  often.  The  ABC 
is  comprised  of  36  board  members.  At  any 
given  time,  10  or  11  members  are  advertis¬ 
ing  directors,  eight  or  nine  are  advertising 
agency  directors,  and  about  eight  represent 
newspapers  (the  other  members  come 
from  magazines,  business  publications, 
and  farm  publications). 

Accordingly,  no  one  part  is  greater  than 
the  sum.  “There’s  an  eternal  debate  that 
media  companies  want  their  profitability 
to  go  up  and  we  want  our  costs  to  go 
down,”  says  ABC  board  member  Linda 
Thonias  Brooks,  executive  vice  president 
and  managing  director  of  General  Motors 
Mediaworks/General  Motors  Cyberw'orks. 

She  explains  that  every¬ 
one  on  the  board  takes 
his  or  her  position  very 
seriously;  “There’s  a  lot  of 
homework  and  propping 
we  have  to  do  on  these 
subjects.  We’re  not  just 
coming  in  there  and 
having  a  top-line  discus¬ 
sion.  We  have  to  dive 
deep  into  the  issues  that 
are  there  and  elevate  the 
conversation  to  a  differ¬ 
ent  level.  We  can  disagree  without  being 
disagreeable.” 

Everyone  at  newspapers  interviewed  for 
this  story  acknowledged  that  ABC  is  always 
available  to  answer  questions  or  listen  to 
concerns.  “ABC  will  happily  pre-approve 
your  program,”  says  Freedom’s  Johnson. 
Jeff  Barber,  circulation  director  at  The 
Post-Standard  in  Syracuse,  N.Y.,  agrees: 
“We  share  everything  with  them.  If  I  do  a 
program,  it  has  to  be  100%  ABC  compli¬ 
ant.  They  can  be  sticklish  over  wording, 
but  they  are  very  accessible.” 

Though  the  board  works  together  it 
doesn’t  mean  that  some  constituents  don’t 
feel  confined,  or  that  shifts  in  power  do 
not  occur. 

For  example,  some  years  ago,  newspaper 
executives  felt  that  the  ABC  rules  were 
too  restrictive,  hamstringing  creative 
marketing  ideas,  says  one  industry  execu¬ 
tive  familiar  with  ABC.  A  task  force  was 
put  together  and  eventually  the  rules  for 
such  things  as  other-paid  were  relaxed, 
allovdng  for  some  flexibility.  “Never  was 
there  anticipation  during  that  process  that 


some  of  the  changes  would  and  could  be 
abused  and  still  be  within  the  rules,”  he 
says.  “I  think  a  number  of  newspapers 
and  circulation  managers  saw  third-party 
sponsored  copies  as  a  quick  fix  and  it  got 
out  of  hand.” 

Over  the  past  several  board  meetings  — 
the  not-for-profit  organization  hosts  three 
a  year  —  members  started  to  put  the  brakes 
on.  During  the  July  meeting,  the  censure 
orders  got  a  lot  of  attention.  Notable?  Yes, 
but  another  action  put  in  place,  the  “days 
omitted”  rule,  has  implications  as  well. 
Effective  as  of  last  October,  ABC  limited 
the  amount  of  days  that  a  newspaper  can 
e.xclude  when  averaging  circulation.  Under 
the  old  guidelines,  newspapers  could  strike 
low  circulation  days  due  to  inclement 
weather  or  holidays,  for  example.  Some 
took  dozens.  Now  papers  can  only  take  10. 

The  result  is  that  circulation  at  some 
newspapers  will  almost  inevitably  sink.  The 
Prudential  report  noted  that  The  New  York 
Times,  in  its  latest  audit  report  over  a  12- 
month  period,  struck  20  days,  compared 

with  the  average 
two  days  for  the 
top  50  newspa¬ 
pers  measured. 
(The  New  York 
Post  omitted  29 
days  and  the 
New  York  Daily 
News  omitted 
30,  the  report 
noted.) 

And  during  the  most  recent  board  meet¬ 
ing  held  in  March,  the  board  unanimously 
voted  to  revise  the  day-of-week  reporting, 
essentially  changing  the  entire  look  and 
feel  of  FAS-FAX  and  audit  reports.  News¬ 
papers  with  circulation  over  25,000  are 
now  required  to  report  circulation  averages 
on  a  daily  basis,  as  opposed  to  daily  aver¬ 
ages  (such  as  Monday  through  Friday,  or 
Monday  through  Saturday). 

The  shift  is  more  than  cosmetic.  Pruden¬ 
tial  warns:  “Newspaper  publishers  may  see 
more  significant  circulation  declines  of  the 
next  few  reporting  periods,  than  previously 
expected,  due  to  tighter  controls,  and 
greater  disclosure  requirements.” 

One  circulation  executive  concedes  that 
this  is  a  way  to  clamp  down  on  other-paid 
circulation,  giving  advertisers  the  upper 
hand  and  choking  a  legitimate  way  to 
market  newspapers.  “The  issue  that  is  un¬ 
fortunate  is  that  third-party  bulk  programs 
are  now  being  tarnished  as  useless  or  not 
effective,”  says  Freedom’s  Johnson.  “It’s  a 
shame.  We’ve  got  the  philosophy  [that] 
if  there  is  a  program  that  serves  the  adver- 
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—  JEFF  BARBER/ 

Circulation  Director,  The  Post-Standard 


Taking  the  Days  Off 

The  Prudential  Equity  Report 
also  notes  the  number  of  “omitted” 
days  taken  in  the  six-month  period 
ending  Sept.  30,  2004: 

18  Days  Omitted: 

Houston  Chroniele 

The  Star-Ledger  (Newark,  N.  J.) 

13  Days  Omitted: 

The  Boston  Globe 

12  Days  Omitted: 

Daily  News  (New  York) 
j 

j  10  Days  Omitted: 

I  The  New  York  Times 
! 

I  9  Days  Omitted: 

i  New  York  Post 

I  8  Days  Omitted: 

!  Los  Angeles  Times 

I  6  Days  Omitted: 

The  Miami  Herald 

\  The  Washington  Post 

! 

\ 

\  4  Days  Omitted: 

The  Philadelphia  Daily  News 

3  Days  Omitted: 

The  Sun  (Baltimore) 

The  Philadelphia  Inquirer 
San  Francisco  Chronicle 
The  Seattle  Times 

2  Days  Omitted: 

South  Florida  Sun-Sentinel 
St.  Petersburg  (Fla.)  Times 

1  Day  Omitted: 

The  Press-Enterprise  (Riverside,  Calif.) 
The  San  Diego  Union-Tribune 
San  Jose  (Calif.)  Mercury  News 
Star  Tribune  (Minneapolis,  Minn.) 


tiser  or  the  reader  we  would  do  it,  even  if 
it  doesn’t  count.” 

Members  of  ABC  say  the  rule  change 
was  not  implemented  to  punish  newspa¬ 
pers.  General  Motors  Mediaworks’  Brooks 
says  that  while  she  was  not  at  the  meeting 
where  the  day  of  week  rule  changed. 

“the  impetus  was  not  to  make  reporting 
onerous.  If  you  are  planning  business  for 
your  client  that’s  time  sensitive,  this  helps. 
If  you  are  a  movie  studio  or  a  retailer 
running  a  13-hour  sale,  there’s  a  difference 
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Re-learning  your  ABCs 


The  circulation  scandals  of 
last  year  did  not  spread  widely, 
but  since  then  the  Audit  Bureau 
of  Circulations  has  changed  a  series  of 
rules  that  will  most  likely  affect  numbers 
over  the  next  several  reporting  periods: 

■  10-days-omitted  rule,  effective 
since  Oct.  1,  2004:  In  the  past, 
ABC  permitted  unlimited  days  that 
papers  could  strike  from  the  total 
circulation  average.  For  example,  if 
a  paper  had  a  low  circ  day  due  to 
bad  weather  or  a  holiday,  they  were 
allowed  to  omit  that  day  from  its 
reporting.  Now,  papers  can  omit  only 
10  days  over  a  12-month  audit  period. 


Day-of-week  reporting,  effective 
April  1,  2005:  Newspapers  now 
have  to  report  circulation  on  a  daily 
basis  in  addition  to  reporting  daily 
averages  (e.g.,  for  Monday  through 
Friday).  The  paper  has  the  option 
of  also  running  another  average,  like 
Monday  through  Saturday  or  any 
other  emphasized  period. 

Third-party  sales  breakout,  ef¬ 
fective  April  1,  2005:  Newspapers 
will  now  have  to  show  third-party 
sales  made  through  barter  agreements 
on  a  separate  line  item,  with  disclo¬ 
sure  of  the  program’s  details  in  an 
explanatory  paragraph. 


in  delivery  between  one  day  or  another  — 
it’s  huge.” 

Scott  Stawski,  a  vice  president  with 
newspaper  consulting  firm  Inforte,  says 
he’s  beginning  to  see  a  backlash  against 
circulation  and  third-party  programs.  He 
reports  “significant  pressure”  on  the  ABC 
to  restrict  lower-quality  circulation.  “In  my 
opinion,  newspapers  need  to  concentrate 
on  paid  circulation,”  he  advises.  “Many 
newspapers,  though  I  would  hesitate  to  say 
the  majority,  are  concentrating  on  [other 
paid]  to  maintain  circulation  growth.” 

Third-party  circ:  Good  or  bad? 

Other-paid  circulation  has  become  a 
particular  problem  with  insert  advertisers, 
one  of  the  fastest  growing  ad-revenue 
sources.  This  is  because  insert  advertisers 
need  to  know  precise  circulation  counts 
so  they  can  provide  an  adequate  number 
of  copies,  the  NSA’s  Shamberg  explains. 
Some  papers  allow  advertisers  to  “opt-out” 
of  delivery  to  the  other-paid  category. 

Insert  advertisers  have  to  pay  for  eyeballs 
they  may  not  want  at  papers  that  don’t 
allow  opt-out. 

While  Merrill  Lynch’s  Fine  thinks  there 
could  be  some  upside  to  the  day-of-week 
reporting  in  that  the  transparency  will  help 
advertisers  make  buying  decisions,  the  jury 


The  Post-Standards  Barber  says  the  new 
ruling  won’t  change  things  much  for  him. 
“It’s  not  a  huge  issue  for  us,  especially  if  it 
helps  our  advertisers  with  information,” 
he  says. 

ABC  passed  another  change  at  the 
March  meeting  that  requires  newspapers 
to  break  out  third-part\’  sales  as  a  separate 
line  item.  Disclosure  of  the  programs  is 


industry  to  start  moving  forward. 

“There’s  a  lot  of  other  issues  out  there,” 
she  says.  “I  wish  newspapers  would  have 
responded  faster,  but  they  were  late  and 
slow.  The  people  that  still  have  to  deal 
with  it  are  small.  The  industry  will  be 
much  better  served  if  they  start  asking  — 
how  do  we  market  our  paper?”  J 


is  out.  “It  takes  time  in  knowing  what  the 
advertiser’s  reaction  is  going  to  be,”  she 
says.  “In  that  sense,  we  aren’t  seeing  a  lot 
of  pressure  on  rates  yet.  But  there  is  an  ex¬ 
pectation.  National  advertisers  do  buy  on 
circulation  and  they  do  have  other  choices 
in  the  market.  They  could 
be  really  sensitive  to  this 
whole  topic.” 

William  Dean  Single- 
ton,  CEO  and  vice  chair¬ 
man  of  MediaNews 
Group,  says  at  first  he 
fought  rules  to  allow 
third-party  circulation 
but  now  he’s  come  to 
embrace  them.  “I  actual¬ 
ly  opposed  third-party 
circulation  way  back 
when  it  was  being 
introduced,”  he  says.  “I  thought  it  gave 
major  newspapers  an  advantage  because 
they  would  have  the  ability  to  find  sponsors 
that  other  suburban  papers  couldn’t  find. 
But  we  use  it  and  it’s  successful.  What  we 
found  is  that  circulation  delivered  to  a 
home,  even  if  it’s  paid  by  a  sponsor,  ads 
to  readership.” 

Singleton  also  mentions  that  “other” 
circulation  has  always  been  counted,  and 
it’s  clearly  noted  on  reports. 


also  necessary  in  the  form  of  a  explanatory 
paragraph.  Advertisers  should  be  able  to 
judge  if  they  want  it  or  not.  But  Inforte’s 
Stawski  says  that  a  good  chunk  of  newspa¬ 
per  advertising  comes  from  local  advertis¬ 
ers;  media  agencies  and  national 
advertisers  can  interpret  an  ABC  report, 
but  local  advertisers  such  as  car  dealer¬ 
ships  don’t, 
he  says,  adding 
that  more  local 
advertisers 
should  have  a 
seat  at  the  ABC 
table.  “Frankly, 

I  don’t  have  a 
good  solution  for 
that,”  he  admits. 
“But  the  ques¬ 
tion  should  be  raised,  how  do  we  get  the 
voice  of  the  local  advertiser  on  the  board 
and  committees?” 

In  the  end,  advertisers  are  looking  at 
more  than  just  circulation.  Brooks  of 
General  Motors  Mediaworks  points  out 
that  circulation  is  only  one  set  of  data  her 
company  uses  to  judge  the  value  of  a  par¬ 
ticular  buy.  And  although  the  circulation 
scandals  were  serious,  and  she  thinks 
anyone  can  present  circulation  in  20 
different  ways,  it’s  about  time  for  the 


Free  training 

for  your  copy  editors 

Your  newspaper’s  copy  editors 
can  hone  their  skills  and  feel  hon¬ 
ored  at  the  same  time  if  you  send 
them  to  the  weeklong  Summer 
Institute  for  Midcareer  Copy  Editors. 
What’s  better,  the  training  is  free, 
and  most  of  their  costs,  including 
lodging  and  air  fare,  are  covered. 

The  seminar,  which  will  begin 
Sunday  evening,  July  10,  goes 
beyond  basics  to  tackle  a  wide 
range  of  subjects,  including  high- 
level  editing  and  management 
skills.  It’s  funded  by  the  John  S.  and 
James  L.  Knight  Foundation  and 
offered  at  a  top  journalism  school. 

For  more  information  and  an 
application,  visit: 

www.ibiblio.org/copyed 

If  you  have  questions,  contact: 
Professor  Bill  Cloud 
School  of  Journalism  and  Mass 
Communication 

Campus  Box  3365,  Carroll  Hall 
University  of  North  Carolina 
Chapel  Hill,  NC  27599-3365 
E-mail:  bcloud@email.unc.edu 
Applications  due:  May  13,  2005 
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—  STEPHEN  C.  JOHNSON/Publisher, 

The  Lima  (Ohio)  News 

Three-part  distribution  project  aims  to  save  time 
and  money  while  improving  quality  and  safety 

BY  JIM  ROSENBERG 

IGHT  AFTER  NIGHT,  YEAR  AFTER  YEAR,  BUNDLE  BY  BUNDLE, 
the  St.  Petersburg  (Fla.)  Times  moved  out  hundreds  of  thou¬ 
sands  of  copies  in  multiple  editions  for  numerous  zones. 
Mailroom  and  dock  crews  kept  pace  with  the  equipment; 
trucks  got  bundles  to  carriers  for  delivery  by  dawn  or  sooner.  The 
system  worked  —  but  so  did  Linotypes  and  letterpresses,  and  the 
Times  abandoned  both  decades  ago.  For  anything  other  than  merely 

a  race  to  make  and  move  newspapers,  the  complaints  and  too  many  press  restarts, 

system  didn’t  work  all  that  well.  So,  as  in  every  other  part  of  newspapers 

Circulating  more  than  300,000  weekday  —  from  newsroom  and  darkroom  to  press- 


copies  and  30%  more  on  Sunday  across  at 
least  five  west-central  Florida  counties  re¬ 
quired  many  people  doing  a  lot  of  work  to 
load  too  many  t’"’cks  with  papers  that  too 
often  ended  up  damaged,  causing  customer 


room  and  mailroom  —  the  Times  called  on 
technology  to  increase  speed,  reduce  labor, 
boost  quality,  and  cut  waste.  For  years,  the 
bottleneck  at  newspapers  was  in  the  mail- 
room.  Now,  after  improved  automation  in 


packaging,  the  distribution  end  of  the  mail- 
room  also  has  begun  seeing  benefits  from 
digitally  controlled  mechanization. 

Whether  cart  loading  or  palletizing  (or 
perhaps  even  newer  containerizing),  the 
latest  systems  to  convey,  sort,  and  load 
often  turn  up  in  new  plants  designed  to 
accommodate  new  systems  and  workflows. 

St.  Petersburg  Times  printing  and  pack¬ 
aging  operations,  however,  remain  in  what 
one  manager  calls  a  “very  old  facility.”  For 
what  would  be  the  first  installation  of  Can¬ 
non  Equipment’s  most  advanced  automat¬ 
ed  bundle-sorting  and  cart-loading  system, 
the  Times  built  a  large  extension  on  its  dock 
—  something  it  had  to  do  anyway,  because 
the  automation  would  be  only  one  part  of 
an  entirely  revamped  distribution  system. 

Without  also  changing  the  process  and 
its  supporting  infrastructure,  automated 
loading  alone  wouldn’t  improve  bundle  dis¬ 
tribution.  The  newspaper  is  now  in  the  last 
phase  of  ayears-long  change  in  distribution 
strategy  that  encompasses  three  distinct 
but  interrelated  projects,  each  depending 
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Bundles  will  transfer  from 
Cannon  Equipment’s  Zone 
Belt  onto  inclined  conveyors 
(left)  to  reach  assigned 
automatic  cart  loaders 
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Join  us! 


Share  ideas,  catch  up  with  friends,  and  enjoy  your  stay... 

Complete  the  convention  experience  by  attending  the  many  networking  functions 
and  special  evpnts  we  have  planned. 


The  Newspaper  Association  of  America  invites  you  to  return  with  us  to  magnificent 
San  Francisco  for  the  NAA  2005  Annual  Convention. 

Tackle  tough  challenges  and  big  opportunities... 

Attend  sessions  on  best  hiring  and  retention  techniques,  successful  ways  to 
reposition  your  newspaper  for  the  changing  classified  industry,  competitive  issues 
posed  by  free  newspapers,  and  so  much  more. 
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on  the  others  for  its  purpose  and  its  pres¬ 
ence.  In  turn,  the  first  two  projects  were 
divided  into  three  phases  so  as  not  to 
interrupt  production  and  distribution. 

*lt’s  all  about  planning' 

The  Times  sought  to  automate  delivery  of 
bundles  to  the  truck  dock,  convert  to  distri¬ 
bution  centers  from  dozens  of  drop-oif  sites, 
and  supply  those  fewer,  larger  centers  with 
fewer,  larger  loads  on  fewer,  larger  trucks. 

While  larger  trucks  and  distribution  cen¬ 
ters  could  be  deployed  gradually  over  the 
full  term  of  the  project,  accommodating 
even  the  first  trucks  and  the  new  system  to 
feed  them  bundles  required  that  the  overall 
project  begin  by  building  the  new  dock  area 
—  essentially,  greatly  extending  the  old, 
12-foot,  open-air  dock  that  had  been 
served  by  multiple  conveyors. 

But  a  dock  isn’t  built  in  a  day,  and 
even  that  would  be  half  a  day  too 
long.  The  trick  was  doing  the  job 
without  hampering  post-press 
operations  or  delaying  delivery. 

Times  Operations  Director  Joe 
DeLuca  told  his  project  team  he 
wanted  “us  to  do  this  and  not  change 
a  single  news  deadline  or  truck 
schedule.”  It  was  important  the  proj¬ 
ect  be  “transparent”  to  other  depart¬ 
ments,  he  says,  because  “if  you’re  not 
affecting  your  [company]  internally, 
you’re  not  affecting  your  customers.” 

It  was  asking  a  lot,  and  DeLuca 
admits  he  hadn’t  much  hope  at  first  that  it 
could  be  accomplished.  But  according  to 
the  Times,  not  a  deadline  was  missed  or 
delivery  delayed.  Crediting  various  opera¬ 
tions  managers,  their  workers,  and  the  con¬ 
struction  crew,  DeLuca  insists  it  turned  out 
to  be  the  best  example  of  cross-departmen¬ 
tal  communication  in  his  career  experience. 

Transportation  Manager  Jan  Shepherd 
similarly  attributes  the  success  to  coopera¬ 
tion  2md  communication  among  depart¬ 
ments.  Her  career  has  been  spent  primarily 
in  packaging,  most  recently  as  The  Indian¬ 
apolis  Star  packaging  manager,  and  she 
points  to  transport’s  and  packaging’s  closely 
related  concerns  and  processes. 

By  late  last  year,  big  rigs  could  back  into 
the  dock  to  take  on  rolling  carts  that  had 
been  automatically  loaded  with  bundles 
according  to  their  destinations. 

As  DeLuca  says,  “It’s  all  about  planning,” 
and  the  clearly  stated  expectations  around 
which  plans  are  made  and  executed. 

That’s  not  to  say  it  was  easy  or  cheap.  “We 
had  transition  plans  that  included  a  lot  of 
manual  labor  to  get  papers  out  and  move 
them  around,”  DeLuca  notes.  That  added 


expense,  however,  came  in  under  budget,  as 
did  capital  spending,  according  to  DeLuca. 
Budgeted  at  $11.2  million,  those  completed 
portions  of  the  project  —  cart  loading  and 
construction  —  came  in  at  $11  million. 

“We  had  to  build  the  facility  in  thirds,”  he 
says,  explaining  that  a  temporary  wall  that 
closed  off  a  work  area  protected  equipment 
from  dust.  When  that  area  was  completed, 
the  wall  came  down  and  went  up  at  the 
limit  of  the  next  work  area.  That  process 
was  repeated  a  third  and  final  time. 

There’s  nothing  new  about  bigger  docks 
and  trucks,  distribution  centers,  or  even 
carts,  although  their  automated  loading 
is  still  catching  on.  What  is  new  is  smart 
conveying  technology  to  route  bundles  to 
assigned  loaders  —  the  starting  point  in  St. 


Petersburg  for  an  improved  distribution 
strategy  that  includes  those  other  changes. 

Labor-  and  loss-intensive 

“We  were  manually  loading  one  bundle 
at  a  time,”  says  DeLuca,  who  adds  that 
i  while  dock  operations  could  keep  up  with 
press  output,  there  was  no  accountability 
except  for  handlers’  counts. 

To  cover  possible  miscounts,  loss,  or 
i  damage,  drivers  of  the  first  trucks  out 
typically  snatched  an  extra  bundle  or  two, 
which  meant  loads  for  later  trucks  were  al¬ 
ways  short.  That,  in  turn,  meant  restarting 
I  the  press  to  print  and  bundle  more  copies. 
“This  was  happening  to  us  all  the  time,” 
DeLuca  says. 

Consequences  included  the  danger  of  de¬ 
layed  deliveries  and  the  additional  costs  of 
restarts,  extra  ink  and  newsprint,  and  labor. 

The  situation  didn’t  improve  once  trucks 
were  out  of  the  dock.  Many  18-  to  30-foot 
;  box  trucks  were  needed  to  deliver  anywhere 
Irom  3,000  to  6,000  copies  to  46  circula¬ 
tion  substations  that  had  “no  real  room  for 
independent  contractors  to  work,”  DeLuca 
says.  Many  of  those  locations  had  little 


more  than  a  shelter,  and  some  were 
nothing  more  than  parking  lots. 

Also,  there  were  the  customer  com¬ 
plaints.  Repeated  carrying,  tossing,  stack¬ 
ing  and,  at  substations,  dropping  from 
trucks  inevitably  damaged  some  copies.  Be¬ 
fore  a  carrier  first  picked  up  a  bundle,  it  al¬ 
ready  had  been  handled  at  least  twice.  “We 
had  quite  a  bit  of  damage  in  getting  bundles 
out  into  the  field,”  DeLuca  says. 

Serving  the  automatic  cart-loading  is 
Cannon’s  Zone-Controlled  Bundle  Distrib¬ 
ution  System,  and  the  Times  is  its  first  user. 
“We  worked  with  St.  Petersburg  on  differ¬ 
ent  versions  of  this  system  over  a  period  of 
time  to  arrive  at  the  optimal  solution  for 
their  operation,”  says  Cannon  Equipment 
National  Sales  Manager  Pat  Geraghty. 

While  Cannon  was  devising  a 
system  that  would  do  more  than 
merely  mechanize  cart  loading, 
the  Times  was  investigating  its  op¬ 
tions.  The  paper  originally  worked 
from  a  feasibility  study  that  was 
part  of  an  end-to-end  analysis  con¬ 
ducted  by  McClier  Corp.’s  Denver- 
based  newspaper  specialists.  From 
that  point  on,  says  DeLuca,  plan¬ 
ning  and  implementation  were  “all 
in-house,  without  outside  help.” 

The  project  “was  under  way 
when  I  got  here,”  DeLuca  says. 
After  five  years  at  The  Hartford 
Courant,  he  arrived  in  St.  Pete  in 
November  2001,  recruited  by 
former  Courant  Publisher  Marty  Petty,  who 
had  moved  to  the  Times  the  year  before  as 
executive  vice  president  and  was  named 
publisher  last  fall.  She  had  been  a  Courant 
operations  executive  earlier  in  her  career. 

DeLuca  became  the  project’s  sponsor, 
obtaining  approvals  and  capital  fimding. 

Extension  and  installation 

When  construction  of  a  newer,  bigger 
dock  was  put  out  to  bid,  a  local  firm  that 
had  done  other  work  for  the  Times, 

Caladesi  Construction,  got  the  contract. 

The  work  amounted  to  “an  extension 
off  the  east  side  of  our  plant”  and  into  an 
existing  parking  area  for  trucks,  says  Times 
Facilities  Operations  Manager  Dale  Tillis. 

As  interior  space  was  created,  the  Can¬ 
non  cart-loading  system  was  installed  in 
much  the  same  phased  manner.  After  about 
three  months  of  construction,  recalls  Times 
Packaging  and  Distribution  Manager  Ben 
Hayes,  the  system  began  operating  with  a 
couple  of  cart  loaders  and  conveyors  in  ear¬ 
ly  fall  of 2003.  Once  operators  were  more 
familiar  with  and  comfortable  using  the 
i  system,  the  construction  crew  returned  to 


Natasha  Scott  operates  the  Cannon  cart-loading  control  system 
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resume  work,  building  another  third 
of  the  dock  area  in  another  three  months. 

By  October  of  last  year,  after  a  third 
three-month  phase,  the  dock  and  cart¬ 
loading  system  were  complete.  To  make 
construction  easier  during  that  third  phase, 
says  Hayes,  Cannon  installed  a  bundle¬ 
handling  conveyor  to  carry  product  south 
from  the  building’s  north  side,  the  location 
of  most  of  its  packaging  activity. 

The  old  dock  was  replaced  with  an  addi¬ 
tion  measuring  approximately  600  feet  long 
by  60  feet  wide.  That  new  space  houses  cart 
loaders,  staging  lanes  (each  loader  has  a 
lane  for  10  carts),  storage  for  some  of  the 
Times’  3,054  carts,  aisles  along  walls,  and 
deeper  docks  required  by  tractor  trailers. 

Each  of  20  loading  positions,  says  Hayes, 
has  a  hydraulic  dock  leveler  “that  bridges 
the  gap  between  the  [truck]  and  our  build¬ 
ing,”  electric  doors,  a  dock  sealer  around  the 
trailers  “to  try  to  preserve  as  much  air  con¬ 
ditioning  as  we  can,”  and  a  15-foot 
overhang  for  further  shelter. 

Sized  for  tractor  trailers,  however,  the 
dock  sealer  will  not  fit  smaller  box  trucks. 
With  only  half  its  planned  16  distribution 
centers  operating,  “we  still  have  some 
smaller  delivery  sites,”  says  Tillis.  For  them, 
box  trucks  make  sense  owing  to  the  smaller 
required  volumes  and/or  inability  to 
accommodate  tractor  trailers. 

The  once  open-air  dock  is  now  enclosed, 
extends  82  feet  from  the  interior,  and,  with 
automatic  cart  loading,  “is 
much  safer  and  ergonomically 
sound,”  says  DeLuca. 

The  same  is  true  at  distribu¬ 
tion  centers,  which,  unlike  the 
substations,  are  dock-high 
facUities.  Bundles  are  not  lift¬ 
ed  or  tossed.  That’s  expected 
to  reduce  injury  rates,  but  it’s 
too  soon  to  tell,  and  the  Times 
likely  never  will.  “Physical 
labor  has  been  reduced 
tremendously,”  says  Shepherd, 
who  joined  the  paper  as  head 
of  transport  about  two  years 
ago.  Because  cart  loading  has 
been  in  use  for  only  a  few 
months,  and  because  she  was  not  at  the 
Times  before  the  project  commenced. 
Shepherd  has  little  basis  for  comparison.  A 
Times  spokesperson  says  injury  rates  were 
“remarkably  low”  even  before  the  project, 
but  no  actual  figures  will  be  released. 

Press,  packaging  and  product 

Cannon  sales  chief  Geraghty  says  his 
company  was  pleased  with  its  Zone- 
Controlled  Bundle  Distribution  System’s 


performance  four  months  after  being  fully 
installed  (with  some  loaders  running  for 
eight  months).  Cannon  promotes  the  sys¬ 
tem  as  a  simpler,  more  flexible  alternative 
to  tray  and  other  sorting  systems. 

Given  its  number  of  products  and  num¬ 
ber  of  possible  production  system  inputs, 
the  Times  is  a  good  test  bed  for  the  system. 

The  system  in  St.  Petersburg  “can  handle 
up  to  sbc  different  products  through  any 
point  in  the  system,”  says  Geraghty,  and  can 
move  products  to  11  automatic  cart  loaders 
and  three  manual  loading  stations. 

Each  of  the  Times’  three  Goss  press  lines 
comprises  21  Metroliner  units  and  three 
folders  —  capacity  ordinarily  utilized  as  six 
10-unit,  one-folder  presses.  The  Times  runs 
seven  inserters.  (A  future  inserter  will  bring 
that  down  to  four  or  five  inserting  lines.) 

Along  with  17  separately  run  regional 
editions  (nine  daily,  six  twice  weekly  and 
two  weekly),  the  Times  has  five,  sometimes 
six,  different,  geographically  zoned,  week¬ 
day  main-run  editions,  according  to  Hayes. 
But  it  only  supplies  Cannon’s  “smart”  con¬ 
veyor  with  “up  to  four  editions  at  one  time 
with  our  normal  operation”  using  four 
packaging  lines,  DeLuca  says.  Run  in 
advance  or  with  the  regionals,  classified 
advertising  has  six  geographic  zones. 

Freestanding  inserts  have  89  zones, 
which  Hayes  says  “will  greatly  increase” 
with  the  new  inserter.  Depending  on  the 
day  of  the  week,  the  advance-printed  daily 


“Floridian”  section  serves  as  an  insert  jacket 
or  goes  with  the  regionals. 

The  Sunday  edition  grows  with  the  addi¬ 
tion  of  “Perspective”  and  “Travel”  sections 
and  a  television  booklet,  as  well  as  larger 
business  and  classified  sections.  With  the 
exceptions  of  a  few  areas,  single  copies  go 
out  complete  and  home-delivered  copies 
are  assembled  from  three  parts. 

Bundles  range  from  the  200-count  eight- 
page  regionals  printed  on  Thursday  to  main 


runs  with  50  to  80  copies  per  bundle  to 
fewer  than  eight  copies  of  a  Sunday  com¬ 
plete  exceeding  400  pages.  And  this  year’s 
schedule  calls  for  101  special  sections, 
guides  and  coupon  books. 

With  only  minor  modification  to  convey¬ 
ors  from  existing  equipment.  Cannon’s 
Zone  Belt  conveyor  accepts,  recognizes,  and 
tracks  different  products.  Briefly,  mat-top 
conveyors  from  packaging  inputs  feed 
product  to  the  Zone  Belt,  from  which  they 
exit  to  assigned  cart  loaders.  Full  carts  are 
labeled  to  show  edition,  destination,  quan¬ 
tity,  cart  number,  and  other  information. 

In  the  (virtual)  zone 

Point-and-click  system  set-up  can  be  per¬ 
formed  at  any  cart  loader  or  at  two 
mailroom  workstations.  Production  input 
source,  quantity  and  truck/destination  data 
allow  the  system  to  identify,  track,  and  di¬ 
rect  different  products  to  the  right  loaders. 
The  system’s  photosensors  and  program¬ 
mable  logic  controllers  recognize  and  begin 
tracking  product  at  induction  stations, 
where  products  transfer  from  packaging 
system  conveyers  onto  the  Zone  Belt. 

Subcontractor  Control  Assemblies 
programmed  PLC  logic  for  Cannon,  which 
Hayes  regards  as  wiser  than  Cannon  taking 
the  time  to  develop  in-house  expertise. 

Each  induction  station  detects  and 
counts  bundles,  which  a  pop-up  bar  holds 
back  until  there  is  a  sufficient  gap  among 
bundles  already  on  the  Zone  Belt. 

A  high-speed  pusher,  or  “punter,”  moves 
each  bundle  90  degrees  from  the  Zone  Belt 
to  an  inclined  conveyor  that  raises  bundles 
to  the  automatic  loader’s  74-inch  height. 

Because  bundle  diversion  must  be  swift 
and  smooth,  a  swinging  arm  “just  wouldn’t 
work,”  says  Geraghty.  Very  fast  data  com¬ 
munication  is  essential  because  there  is 
so  little  time  to  alert  a  punter  and  for  it  to 
respond  to  an  arriving  bundle.  “An  impor¬ 
tant  piece  of  the  control  architecture  ...  to 
provide  the  real-time  response  we  need,”  he 
says,  is  the  system’s  Allen-Bradley  Control- 
Logix  processor  and  ControlNet  network. 

Though  forming  a  single  path  perpendi¬ 
cular  to  input  and  exit  conveyors,  the  Zone 
Belt  comprises  21  segments  that  can  each 
be  run  in  either  direction.  Because  each 
segment  is  bidirectional,  says  Geraghty,  the 
system  can  be  set  up  to  run  as  a  single-zone 
conveyor  or  as  a  number  of  mini-zone  con¬ 
veyors,  which  permits  it  to  serve  changing 
bundle-to-truck  configurations.  So  bundles 
from  diflferent  equipment  lines  can  be 
efficiently  directed  to  different  trucks. 

The  smart  belt’s  zones  are  virtual  spaces, 
“created  dynamically,  depending  on  the 


Ready  to  roll:  James  Walker  loads  labeled  carts  into  a  trailer 
truck  instead  of  hefting  individual  bundles  into  many  box  trucks 


86  EDITOR& PUBLISHER  APRIL  2005 


www.editorandpublisher.com 


l/ST.  PETERSBURG  (l 


How  do  you  manage 
online  content  licensing? 


Add  our  web-based  licensing  system 
to  your  online  content  offering.  In  no  time 
your  readers  will  be  able  to  create 
PDFs,  bulk  emails,  HTML  pages 
and  more,  instantly  online.  You’ll 
simply  get  the  royalty  check. 


And  that’s  a  piece  of  paper 
you  will  be  happy  to  have  on 
your  desk. 


V- 


.te;- 


/  - 


1.1:0  IP 


888-VALEOIP 


www.valeoip.com 


location  of  the  inputs,”  says  Geraghty. 
Creating  the  zones  on  demand  as  space  is 
available  allows  higher  throughput  than 
reljing  on  physically  defined  zones,  he  says. 

Virtual  zones  transfer  from  one  section  of 
the  conveyor  to  another.  Digital  encoders  at 
each  section  re-register  [a  bundle]  at  every 
transfer,  verifjing  that  it  is  still  where  it’s 
supposed  to  be  by  adjusting  for  any  slip¬ 
page  or  belt  stretch,  Geraghty  says. 

Except  for  single  odd-count  bundles, 
which  are  loaded  last,  bundles  are  loaded 
into  a  cart  in  pairs.  From  exit  conveyors 
coming  off  the  Zone  Belt,  two  bundles 
entering  a  transfer  station  are  are  placed  on 
a  plate  that  extends  over  a  cart.  To  ensure 
accuracy,  bundles  are  counted  at  this  last 
possible  point  and  compared  with  the 
assigned  number  per  cart.  Photo¬ 
sensors  prevent  overloading  if  the 
assigned  number  exceeds  capacity. 

Cam-activated  “wijjers”  that  rise 
through  slots  in  the  plate  hold  the 
bundles  over  a  cart  while  the  plate  is 
withdrawn.  Below,  forks  controlled 
by  servo  motors  lower  each  layer  of 
bundles  into  the  cart.  With  every 
layer,  the  forks  index  down  toward 
the  base  of  the  cart.  A  fork  can  lower 
an  entire  load  into  a  cart,  or  optional 
“reforking”  will  allow  one  or  two  lay¬ 
ers  to  be  placed  in  the  cart  at  a  time. 

At  the  Times,  loaders’  infeed  and 
exit  lanes  hold  six  carts  apiece.  After 
an  operator  rolls  carts  into  an  infeed 
lane,  a  pneumatically  activated  ratchet 
assembly  moves  a  cart  to  the  front  and  the 
others  up  behind  it  as  the  mechanism  ex¬ 
tracts  lull  carts  from  the  loader.  “With  auto¬ 
matic  empty  and  full  cart  storage,  the  cart 
loader  can  run  unattended,”  Geraghty  says. 

“Side-by-side  location  of  the  cart  infeed 
and  exit  lanes  is  designed  to  minimize  man¬ 
ual  cart  movement,”  he  continues.  Cannon 
also  recommends  20  to  25  feet  of  walking 
space  between  a  tnick  and  a  cart  infeed  or 
exit  lane,  in  an  area  ordinarily  wide  enough 
to  two-way  traffic  or  to  allow  cross  traffic. 

Empty  carts  not  in  the  field  or  in  transit 
can  be  collapsed  and  nested  within  one 
another  for  storage  near  the  loaders. 

Cannon  extensively  trained  employees 
who  maintain  the  system.  Until  now,  the 
Times'  operation  had  been  very  manual 
and  mechanical.  With  so  much  now  com¬ 
puterized,  “we  had  to  get  our  technicians 
and  maintenance  department  up  to  speed 
on  that,”  Hayes  says.  “This  was  a  pretty 
large  step  in  automating  our  processes.” 
Relying  on  its  existing  staff,  the  Times 
looked  for  those  most  skilled  with  PLCs, 
some  of  whom  were  familiar  with  Allen- 


Bradley  controls. 

Calling  production  data  flow  “an  impor¬ 
tant  element  of  the  system,”  Geraghty  says 
Cannon’s  Comet  control  system  (integrated 
with  its  bundle-distribution  controls) 
manages  information  passing  between 
loaders  and  upstream  equipment.  In  the 
case  of  the  Times,  Hayes  says  its  Prima 
preprint  management  system  from  Heidel¬ 
berg/Goss  downloads  zone-planning  infor¬ 
mation  (base  data,  draws  for  particular 
runs)  into  Comet.  Comet  can  return  cart¬ 
loading  information  for  real-time  viewing 
and  reporting.  At  the  Times,  full  integration 
of  information  and  inserter  controls  awaits 
future  equipment  and  systems  upgrades. 

The  Times  will  realize  full  benefits  of  its 
new  system  when  conversion  to  distribu¬ 


tion  centers  is  completed,  which  it  expects 
to  accomplish  by  the  end  of  next  year. 

Last  piece  of  the  puzzle 

Consolidation  of  small  substations  into 
fewer  but  larger  distribution  centers  pro¬ 
vides  modem  facilities  with  adequate  work 
space  for  drivers,  managers  and  carriers. 

The  newspaper  leases  centers  now  in  use, 
but  one  under  constmction  is  on  company- 
owned  land  adjacent  to  the  plant.  Those  yet 
to  be  built  may  be  bought  or  leased,  accord¬ 
ing  to  facilities  manager  Tillis. 

The  Sl^way  Center,  near  the  bridge 
across  Tampa  Bay,  needed  only  some  interi¬ 
or  renovation  to  build  workbenches  and 
create  some  office  space.  The  former  auto 
parts  warehouse  is  a  big,  open  stmcture 
“that  had  two  dock  positions”  for  tractor 
trailers  and  “a  fair-size  parking  lot  in  front” 
for  contractors’  cars,”  says  Tillis.  At  other 
sites,  he  says,  the  Times  worked  with  prop¬ 
erty  owners  on  floor  plans,  and  the  owners 
built  to  the  paper’s  specifications. 

Operating-cost  comparisons  are  not  yet 
available,  but  Tillis  confirms  maintenance 
economies  in  going  to  fewer,  larger  sites. 


Though  each  requires  more  maintenance 
than  a  smaller  substation,  the  total  mainte¬ 
nance  should  be  less.  Also,  though  the 
tmcks  wall  be  bigger,  they  and  the  trips  they 
make  will  be  far  fewer.  Draws  at  centers 
now  in  use  range  from  12,000  to  18,000. 

With  bundles  automatically  loaded  into 
carts,  contract  carriers  are  usually  the  only 
ones  to  touch  them.  “I  don’t  get  the  level  of 
complaints  I  used  to  get  for  ripped  or  tom 
papers,”  says  DeLuca.  Those  most-frequent 
of  readers’  quality  complaints,  he  adds,  are 
now  “virtually  gone,”  having  declined  98%. 
The  Times  is  even  considering  eliminating 
the  bottom  wrap,  because  bundles  no 
longer  need  that  protection. 

Because  fewer  papers  are  damaged  and 
the  number  of  bundles  going  out  is  con¬ 
trolled,  unplanned  press  restarts 
should  no  longer  be  necessary, 
helping  cut  time  and  costs. 

Other  than  no  longer  needing  a 
second  person  to  help  load  tmcks, 
labor  savings  come  only  from  the 
fewer  tmck  mns.  But  there  were  no 
layoffs,  and  none  is  planned.  Drivers’ 
numbers  are  being  reduced  solely 
through  attrition,  which  is  made 
possible  by  the  three-year  timetable 
for  establishing  all  the  distribution 
centers  and  by  the  fact  that  there  is 
“some  seasonal  turnover  anyway,” 
says  Shepherd. 

Needing  a  third  fewer  drivers,  she 
says,  the  company  remains  commit¬ 
ted  to  reduction  by  attrition  only.  “That  was 
our  plan  from  the  beginning,”  DeLuca  says. 

The  transition  from  box  tmcks  to  tractor 
trailers,  says  Shepherd,  means  drivers  will 
need  Class  A  licenses.  Many  drivers  are 
part-time,  also  driving  for  other  businesses. 
So  some  already  are  licensed  for  the  larger 
vehicles.  For  the  rest,  the  paper  pays  for  a 
Class  A  course  at  the  county’s  vo-tech  col¬ 
lege.  By  last  month,  more  than  half  the 
drivers  had  the  license. 

Besides  enhancing  quality,  safety,  and 
savings,  the  changeover  should  boost  confi¬ 
dence  in  on-time  delivery,  because  far  less 
time  is  spent  loading  and,  especially,  un¬ 
loading.  Bigger  tmcks  may  carry  bigger 
loads,  but  on  an  average  weekday,  DeLuca 
says,  “We’re  saving  between  15  and  25 
minutes  in  unloading  time  by  using  carts.” 

For  the  Sunday  advance,  with  more  bun¬ 
dles  going  out  during  the  day,  the  difference 
is  dramatic.  Average  total  unloading  time 
shmnk  from  as  much  as  six  hours  to  half  an 
hour  or  less:  In  30  minutes.  Shepherd  says, 
a  trailer  now  empties  at  one  distribution 
center  the  loads  of  three  box  tmcks  that 
each  spent  two  hours  at  a  substation.  J 


Transportation  Manager  Jan  Shepherd  at  a  loader  control  station 
with  Operations  Director  Joe  DeLuca,  Packaging  and  Distribution 
Manager  Ben  Hayes  and  Facilities  Operations  Manager  Dale  Tillis 
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FOR  SALE 

6  Goss  Metroline  Offset  Presses,  each 
having: 

•  7  units  with  4  color  decks 

•  Goss  Imperial  3:2  folders 

•  7  Goss  RTF’s 

•  22  3/4"  cut-off 

1  Goss  Headliner  Offest  Press  with: 

•  10  unit  and  6  color  decks 

•  Goss  Imperial  3:2  folder 

•  10  Goss  RTF’s 

•  22  2/4”  cut-off 

For  more  information,  contact; 
(313)  222-2388  Fax:  (313) 
222-2100 
kpierce@dnps.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


44  YEARS  NEWSPAPER 
EXPERIENCE  - 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts** 
Maximum  RETENTION 
Horace  Southward/Eric  Southward 
(800)  950-8475*www.metro-news.com 


CIRCULATION  III 

Telemarketing  Sales 
NATIONWIDE 

John  Dinan  (800)  650-7183 
Circulationlll.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingpiusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

www.editorandpublisher.com 


COMPUTER  SOFTWARE 


Providing  classfied,  scheduling,  and 
display  billing  software  for  over 
14  years. 

Fake  Brains,  Inc 
303-791-3301 
www.fakebrains.com 


MAILROOM  SERVICES 


Increase  Revenue! 

Apply  Front  Page  ^ 

Advertising  Nates  j 

On-Line  or  11/ 

Off-Line 

Applications. 


Profitpackaging,  Inc. 
(660)  438-7090 
proritpackaging@earthlink.net 


MOTIVATIONAL  SPEAKER 


MOTIVATIONAL  SPEAKER 

for  conferences,  conventions:  “The 
Big  Story:  How  a  Small-Town  Paper 
Exposed  a  Corrupt  Prosecutor  and 
Won  the  Pulitzer  Prize.”  Contact: 
Mike  Wallace  (831)  479-1757  or 
Email:  wallacepr@cruzio.com 


-HELP  WANTED- 


ADMINIS’TRATIVE 


PUBLISHER 

MAKE  YOUR  MARK  on  our  paper,  its 
community.  Need  publisher  for  15,000 
twice-weekly  in  Rio  Rancho,  NM,  just  out¬ 
side  of  Albuquerque.  Also  responsible  for 
10,000-f  air  base  weekly.  Chance  to 
work  with  good  staff,  live  in  beautiful 
area. 

Contact; 

Will  Chapman 
Group  Manager 
Wick  Communications  at: 
will.chapman@wickcommunication$.com 
OR;  (337)365-6773 
ext.  3010. 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


JEwlv  >lntelltgent  Inserting  T»chnology> 

508.850.7945  www.newstec.com  tcnewstec®aol.com 


PRESSROOM  SERVICES  PRESSROOM  SERVICES 


WHAT  IF.... 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 

45  years  in  the  Newspaper  Industry 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


ADVERTISING  DIRECTOR 

The  market  is  exploding  with  retail  and  residential  growth.  The  state  press  association 
named  the  paper  Alabama’s  best  in  its  class  this  year.  The  challenge  is  keeping  pace 
with  the  growth,  fully  taking  advantage  of  all  the  opportunities  available  in  a  booming  coF 
lege  town  and  helping  our  loyal  advertisers  do  the  same.  After  promoting  our  advertising 
director,  we’re  searching  for  a  dynamic  self-starter  with  a  proven  track  record  in  media 
sales  management. 

The  Opelika-Auburn  News  is  a  15,000-plus  daily  in  East  Alabama.  We’re  a  Media  General 
newspaper  with  a  sister  television  station  in  nearby  Columbus,  Ga.  The  ideal  candidate  is 
organized,  energetic,  and  creative.  Primary  responsibilities  for  this  position  include  man¬ 
agement  of  an  advertising  staff  of  12  to  15,  meeting  monthly,  quarterly,  and  yearly  budg¬ 
ets,  and  driving  revenue  growth  through  strengthening  current  projects  and  the  creation 
of  new  ones.  College  degree  preferred.  A  minimum  of  five  years  sales  experience  with 
prior  management  responsibilities.  Great  location.  Great  company.  Great  Pay.  Great  ben¬ 
efits.  Great  opportunity. 

Send  all  resumes  to: 

Alan  Davis/  VP  Advertising 
C/0  The  Dothan  Eagle 
227  N.  Oates  St.,  Dothan,  AL  36303 
Or  E-mail  resume  to;  mthomas@aismg.com 

APRIL  2005  EDITOR*  PUBLISHER  CLASSIFIEDS  C3 
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-HELP  WANTED- 


ADMINISTRATIVE  ADMINISTRATIVE  _ ADVERTISING _  ADVERTISING 


CHIEF  INFORMATION  OFFICER 

MediaNews  Group  one  of  the  largest  newspaper  companies  in  the  United  States  with  40 
daily  newspapers  located  across  the  country  is  seeking  qualified  candidates  to  fill  the  po¬ 
sition  of  Chief  Information  Officer. 

The  CIO  at  MediaNews  Group  is  responsible  tor  providing  leadership,  vision,  planning  and 
management  of  new  technology  installations,  and  support  and  development  of  existing 
computer  systems.  The  CIO  will  also  be  responsible  for  organizing  and  facilitating  on-going 
dialogues  with  the  Company's  newspapers  and  on-line  business  units  to  ensure  the 
operational,  technical  and  architectural  system  designs  are  supported,  deployed  and 
aligned  with  the  Company’s  strategic  business  plans. 

Job  Requirements: 

•  Provide  technology  leadership  in  a  dynamic  and  changing  business  environment  which 
supports  the  strategic  business  and  operating  plans  of  our  individual  business  units  and 
corporate  in  conjunction  with  the  Company’s  senior  management  team. 

•  Proven  leadership  in  planning,  directing  and  managing  information  technology  that  pro¬ 
vides  for  the  development  and  implementation  of  cost  effective  systems  and  computer 
operations  to  meet  the  current  and  future  business  needs. 

•  Define  IT  objectives  within  MediaNews  Group’s  business  strategy  by  establishing  goals 
(long-term  and  short-term),  initiatives  and  plans  for  implementation  and  delivery  of  an  ef¬ 
fective  and  efficient  IT  infrastructure. 

•  Provide  information  systems  consulting  and  guidance  to  management  throughout  the 
Company. 

•  Direct  the  design,  development  and  maintenance  of  IT  systems,  databases,  programs 
and  systems  software  to  meet  management’s  and  the  Company’s  information  needs. 

•  Establish  IT  policies,  standards,  practices  and  security  measures  to  ensure  effective 
and  consistent  information  processing  and  to  safeguard  the  information  from  unintended 
internal  and  external  use. 

•  Develop  and  maintain  a  comprehensive  Disaster  Recover  Plan. 

•  Be  an  advocate  throughout  the  organization  for  the  application  of  technology  to  support 
business  growth. 

•  Demonstrated  executive  skills  in  people  management,  operational  excellence,  budget 
management.  Customer  Relationship  Management  (internal  and  external),  and  service  de¬ 
livery. 

•  Have  a  “support  minded"  perspective  understanding  that  IT  and  the  IT  department  sup¬ 
ports  the  business  via  the  technology  infrastructure.  Our  core  business  is  the  delivery  of 
information  in  print  and  electronic  forms. 

•  Develop  plans  to  take  advantage  of  new  technologies,  but  also  find  new  ways  to  use 
our  existing  technologies  to  improve  our  business  methods. 

•  Requires  15  years  of  IT  application  implementation  and  development  experience  with  at 
least  5  years  in  a  senior  leadership  and/or  senior  management  position  in  the  newspaper 
industry.  Experience  with  Unix  PeopleSoft  financials,  Oracle,  Microsoft  SQL,  Microsoft 
application.  Business  Intelligence  software. 

•  Publishing  or  media  industry  experience  helpful,  but  not  required. 

Additional  information  on  MediaNews  can  be  found  at  www.medianewsgroup.com. 
Opportunity  to  grow  and  help  define  Corporate  IT  systems  and  business  strategies.  Ex-  ; 
cellent  compensation  and  incentive  package,  health  care  and  401(k).  Relocation  assistance 
may  be  available.  Please  send  resume  and  salary  requirements/history  to: 

MediaNews  Group,  Inc. 

Finance  Department 
1560  Broadway,  Suite  2100 
Denver,  CO  80202. 

FAX;  (303)837-1583 
E-mail:  mdevlin@medianewsgroup.com 

Priority  will  first  be  given  to  resumes  with  salary  histories  included.  No  telephone  calls  or 
agencies.  MediaNews  Group  Inc.  is  an  Equal  Opportunity  Employer 


“Making  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativits’.” 

-  Charles  Mingus 


“The  thing  always  happens 
that  you  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


IFs  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


ADVERTISING  MANAGER 

The  sun  is  always  shining  in  our  bilingual,  bi-cultural  border  city.  With  thousands  of  new 
troops  arriving  this  year  at  Fort  Bliss,  with  a  downtown  redevelopment  plan  in  the 
works,  with  a  new,  streamlined  city-manager  form  of  government  revving  up,  this  is  a 
great  time  to  be  in  El  Paso.  The  El  Paso  Times  is  seeking  an  experienced  Advertising 
Manager  to  drive  advertising  sales  across  all  product  lines. 

The  ideal  candidate  will  be  a  good  trainer  who  can  create  a  motivational  atmosphere 
and  develop  aggressive  sales  programs  -  for  the  daily  newspaper,  for  our  online  products, 
and  for  our  growing  portfolio  of  specialty  products  (we’ve  launched  four  in  the 
past  few  months).  We  seek  an  agent  for  change  in  a  fast  paced,  growing,  exciting  market. 
Excellent  presentation,  written,  and  verbal  skills  are  required  along  with  five  or  more 
years  of  successful  sales  management  experience  in  an  advertising  media  environment. 
A  Bachelor’s  degree  or  equivalent  is  required.  For  further  information,  contact: 

Malena  Field,  HR  Director 
El  Paso  Times, 

300  N.  Campbell,  El  Paso,  TX  79901. 

Phone:  (915)  546-6254 
FAX:  (915)  546-6115 

E-mail;  mfield(a>elpasotimes.com 


CLASSIFIED  ADVERTISING  MANAGER 

Successful  and  charted  to  grow  small  New  England  group  seeks  a  solid,  experienced,  re- 
sults-oriented  Classified  Pro  to  lead  Classified  Sales  for  our  Daily  and  five  weekly 
newspapers.  We  are  located  in  a  beautiful  rural  setting  with  skiing  and  great  outdoor  sports. 
We  are  seeking  someone  who  can  take  charge,  organize,  train  and  direct  a  dedicated  team. 
The  successful  candidate  will  demonstrate  strong  hands-on  sales  leadership  skills  through 
hiring,  training,  coaching  and  excellent  motivational  skills.  Also  essential  is  developing  mar¬ 
ket  strategies,  monitoring  performance  and  possessing  strong  communication  skills.  The 
ideal  candidate  may  be  number  two  or  number  three  in  a  Classified  Operation  and  possess 
successful  management  skills. 

We  offer  an  attractive  compensation  and  benefit  package.  Interested  candidates  should 
mail  cover  letter  and  resume  to:  Box  3851,  Editor  &  Publisher  Classifieds,  770  Broad¬ 
way,  7th  Floor,  New  York,  NY  10003  or  E-mail  to: 

dtyhacz@editorandpublisher.com.  Please  reference  3851  in  subject  line. 


ADVERTISING  DIRECTOR 

The  Racine,  (Wl),  Journal  Times  has  an  immediate  opening  for  a  top  level  advertising  ex¬ 
ecutive.  The  position  would  manage  all  aspects  of  retail,  classified,  and  shopper  advertising 
sales  and  manage  a  staff  of  25  sales  and  support  staff.  The  Journal  Times  is  a 
30,000  circulation  Lee  Newspaper,  located  in  southeastern  Wisconsin. 

Applicants  should  have  at  least  a  bachelor’s  degree  and  extensive  experience  in  media 
sales  management.  Strong  organizational  and  communications  skills  are  important.  Pro¬ 
viding  motivation,  coaching,  and  inspiration  to  a  good  experienced  sales  staff,  along  with 
the  ability  to  establish  solid  relationships  with  customers  will  lead  to  success  in  this  posi¬ 
tion.  Lee  Advertising  Directors  get  the  best  in  training,  support,  and  sales  tools.  This  po¬ 
sition  includes  a  competitive  base  salary  plus  incentives  and  outstanding  benefits  package. 
If  you’re  interested  in  joining  one  of  the  fastest  growing  newspaper  companies  in  America 
and  you  think  you  have  what  it  takes  send  a  resume  and  cover  letter  to: 

Shari  Karasek,  Human  Resources  Manager 
The  Journal  Times 
212  4th  Street,  Racine,  Wl  53403 
shari.karasek@lee.net 
Equal  Opportunity  Employer 
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-HELP  WANTED- 


CIRCULATION 

CIRCULATION 

CIRCULATION 

CIRCULATION 

GANNETT  CIRCULATION  OPPORTUNITIES 
CIRCULATION  SALES  MANAGERS 


Gannett  Co.  Inc.  is  seeking  results-oriented  newspaper  sales  and  marketing  professionals 
to  coordinate  circulation  sales  plans  and  marketing  programs  to  meet  our 
budgeted  objectives.  Candidates  should  have  a  proven  track  record  in  developing 
and  implementing  successful  sales  programs  in  competitive  markets,  as  well  as  significant 
recruiting,  training,  customer  relations  and  supervisory  experience.  The  managers  we  are 
seeking  must  be  excellent  communicators  with  strong  leadership  and  management  skills. 
Gannett  offers  an  excellent  compensation  and  benefits  package,  including  medical, 
dental,  life  insurance,  retirement,  401(k)  and  great  growth  opportunities  in  various  locations. 
We  welcome  diversity  and  maintain  a  safe  drug  free  work  place.  Pre-employment  drug  test¬ 
ing  is  required.  If  you  are  interested  in  these  opportunities,  RUSH  your  resume  and  salary 
history  to; 

Rob  Althaus,  Vice  President 
Gannett  Co.,  Inc 
E-mail:  ralthaus@gannett.com 
Leo  Harley,  Manager/Executive  Recruiting  Gannett  Co.,  Inc. 

E-mail:  lharley@westches.gannett.com 


CIRCULATION  DIRECTOR 

The  Beloit  (Wl)  Daily  News  with  14,000  circulation  seeks  an  individual  looking  for  career 
advancement.  We  publish  a  daily  newspaper  Monday  through  Friday  (p.m.)  and  Saturday 
(a.m.).  We  have  a  mid-week  and  weekend  shopper,  a  business  journal  and  several  specialty 
publications. 

This  highly  competitive  environment  requires  an  aggressive  take-charge  person  who  can 
lead  a  team  to  achieve  their  goals.  A  strong  sales  background,  one  to  three  years  in  related 
management,  a  professional  appearance  and  strong  desire  to  succeed  is  required 
for  consideration. 

To  apply  send  your  cover  letter  and  resume  to:  Kent  Eymann,  Publisher,  149  State 
Street,  Beloit,  Wl,  53511.  E-mail:  keymann@beloitdailynews.com.  EOE. 


CIRCULATION  PROFESSIONALS 

El  Dia  newspaper  in  Houston,  TX  is  currently  seeking  circulation  professionals  that  will  de¬ 
velop,  and  implement  copy  sales  and  retention  strategies  to  increase  market  penetration 
and  growth. 

Will  oversee  distribution  and  play  a  key  role  in  other  incumbent  departments.  A  minimum 
of  three  years  experience  in  newspaper  and  print  media. t  We  offer  excellent  benefits, 
paid  vacation,  and  health  insurance. 

Please  send  E-mail  resumes  to:  jobs@eldiausa.com 
FAX  to:  (713)  772-2231 


CIRCULATION  OPERATIONS  MANAGER 

The  Antelope  Valley  Press  in  Palmdale  California  is  looking  for  a  strong  manager  to  oversee 
the  home  delivery  and  single  copy  operations.  Responsibilities  include,  improving 
carrier  CPM  minimizing  carrier  turnover  and  improving  carrier  retention.  Also,  increasing 
sales,  controlling  returns  and  minimizing  sellouts  in  single  copy.  Directly  responsible  for 
all  functions  related  to  a  home  delivery  independent  contractor  delivery  force  and  an  em¬ 
ployee  based  single  copy  operation. 

We  are  a  seven  day  operation  in  a  very  competitive  market.  Must  be  a  decision  maker 
that  is  able  to  lead  by  example.  PBS  and  Bellatrix  experience  a  plus.  A  minimum  of  five 
years  operations  experience  in  home  delivery  and  single  copy  is  required.  The  Antelope 
Valley  is  one  of  the  most  desirable  areas  in  southern  California  and  offers  many 
affordable  housing  opportunities.  Send  resumes  to:  P.O.  Box  4050  Palmdale,  Cali¬ 
fornia  93590  or  E-mail  to:  personnel@avpress.com. 


- CLASSIFIED  ADVERTISERS  — 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

ws/f  our  website 

- vvww.editorandpublisher.com - 


www.editorandpublisher.com 


SUBSCRIBER  RETENTION  MANAGER 

The  Indianapolis  Star  seeks  an  experienced  Retention  Manager  whose  sales  and  marketing 
experiences  will  manage  home  delivery  retention  initiatives  to  increase  home  delivery 
circulation. 

This  manager’s  creativity  will  develop  and  implement  strategic  retention  initiatives  by 
working  closely  with  call  centers,  the  marketing  department,  and  other  internal  and  external 
sales  channels,  as  well  as  oversee  all  direct  mail  acquisitions  efforts  and  subscription 
renewal  programs. 

Qualifications  include:  College  degree  required.  The  preferred  candidate  will  possess  an 
excellent  marketing  background  with  five  years  renewal  marketing  experience.  Strong  PC 
skills  particularly  in  Microsoft  applications  and  SQL.  Must  demonstrate  excellent  public  re¬ 
lations,  writing  and  analytical  abilities.  Apply  online  at: 

www.innewsgroup.wfrecruiter.com 


CIRCULATION  DIRECTOR 

Join  a  winning  team  in  one  of  the  nation's  fastest  growing  markets.  The  Idaho 
Press-Tribune  (21,000)  seeks  an  innovative  leader  to  build  on  current  momentum  (we’re 
up  10%  from  last  year),  develop  new  strategies  to  capture  market  share  and  coach  their 
staff  to  succeed. 

Responsible  for  sales,  retention,  distribution  and  customer  service.  Must  work  closely 
with  other  departments,  especially  marketing  and  news.  Enjoy  a  readership-oriented  cul¬ 
ture,  a  newly  remodeled  building  and  the  quality  of  a  new  press.  A  sense  of  humor  is  re¬ 
quired  for  this  competitive  market.  We’re  20  miles  from  Boise  with  access  to  the  great 
outdoors.  Pioneer  Newspapers,  Inc.  Send  resume  and  salary  requirements  to: 
spressly@idahopress.com  or  Publisher,  Idaho  Press-Tribune,  P.O.  Box  9399, 
Nampa,  ID  83652. 


CIRCULATION  DIRECTOR 

The  Salinas  Californian,  a  Gannett  paper,  (circ.  18,673  daily,  19,765  Saturday)  is  looking 
for  an  experienced  Circulation  executive  with  strong  marketing  skills  to  lead  readership 
growth  efforts.  Position  is  responsible  for  the  development  and  implementation  of  sub¬ 
scriber  and  single  copy  sales  and  retention  strategies  to  increase  circulation  penetra¬ 
tion/growth  in  volume/revenue.  Position  oversees  distribution,  ensuring  safe,  timely  and 
accurate  delivery.  Director  serves  on  the  Operating  Committee  and  plays  a  key  role  in 
strategic  planning  and  budgeting.  3  to  5  years’  circulation  management  experience  pre¬ 
ferred.  Please  send  cover  letter,  resume  and  salary  requirements  to: 

Tim  Dowd,  President  and  Publisher,  The  Salinas  Californian,  P.O.  Box  81091, 
Salinas,  CA  93912  OR  via  E-mail:  tdowd@salinas.gannett.com 


MAIL  &  CIRCULATION  SERVICES  MANAGER 

AFL  Web  Printing  is  unrivaled  as  one  of  the  largest  cold-web  facilities  with  the  most  process 
color  capacity  in  the  Northeast.  Our  state-of-the-art  equipment  and  reputation  makes 
us  the  printer  of  choice  for  almost  7(X)  well-known  publications. 

Due  to  our  rapid  growth,  AFL  seeks  a  candidate  to  perform  a  managerial  role  within  our 
Circulation  Services.  The  ideal  candidate  should  possess  strong  knowledge  of  USPS  reg¬ 
ulations  and  subscription  fulfillment  services.  In  addition,  candidates  should  have  the  ability 
to  lead  a  department  and  manage  expenses.  Prior  experience  with  Mail  Manager 
2010  and  Quickfill  software  a  plus. 

AFL  offers  full  company  benefits:  401(k),  Profit  Sharingical,  Medical,  Dental,  Vacation, 
Personal  Days,  Life  Insurance,  LTD  Benefits  etc.  For  immediate  consideration 
FAX/Mail/E-Mail  resume,  including  salary  requirements  and  letter  outlining  why  you  should 
be  selected  as  the  ideal  candidate  to:  AFL  Web  Printing,  HR  Department,  2  Executive 
Drive,  Voorhees,  NJ.  08043.  FAX:  (856)-566-0220  or  E-mail  to: 
jobs@aflwebprinting.com.  No  phone  calls,  please!  www.af1webprinting.com  EOE 


ABC  CIRCULATION  MANAGER 

A  Midwest  publishing  company  is  in  search  of  a  Manager  of  Newspaper  Circulation  Audits 
and  ABC  reporting.  Ideal  candidate  will  be  well-versed  in  all  aspects  of  newspaper  circula¬ 
tion  audit  procedures,  reporting,  ABC  bylaws  and  rules,  and  have  familiarity  with  ABC 
Reader  and  Subscriber  Profiles.  Additionally  need  strong  interpersonal  and  organizational 
skills,  as  well  as  excellent  verbal  and  written  communication  skills.  A  four-year  college  de¬ 
gree  is  a  must.  Please  forward  resume  and  salary  requirements  to: 

Box  3850,  Editor  &  Publisher  Classifieds,  770  Broadway,  7th  Floor,  New  York, 
NY.  10003.  OR  E-mail,  with  Box  3850  in  the  subject  line  to; 

mmacmahon@editorandpubljsher.com 
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CIRCULATION 

CIRCULATION 

EDITORIAL  EDITORIAL 

CIRCULATION 

DIRECTOR 

Skilled  and  aggressive  marketer  needed 
to  direct  circulation  in  growing  and  com¬ 
petitive  Central  Florida  market.  Our  oper¬ 
ation  includes  distribution  of  shoppers  in 
four  zones. 

Apply  to: 

Human  Resources  Coordinator 

The  News  Chief, 

650  Sixth  Street  SW 

Winter  Haven,  FL.  33880. 

E-mail  resume  to 
jobs@newschief.com 

PROFESSIONAL 

DOORCREW 

The  fastest  growing  newspaper  in 
South  Florida  is  seeking  a  professional 
door  crew  to  sell  home  delivery  subscrip¬ 
tions  in  the  fastest  growing  market  in 
the  USA! 

Come  get  out  of  the  cold.  Great  incen¬ 
tives,  commissions  and  bonuses  not  to 
mention  the  WARM  CLIMATE. 

For  more  information,  please  contact 
Patrick  Touhey  at;  (561)  243-6658 
ptouhey@sun-sentinel.com 

i 

BUSINESS  COLUMNIST 

The  San  Diego  Union-Tribune  is  looking  for  an  experienced  business  columnist,  or  a  top 
reporter  at  a  metro  who  has  the  perspective,  digging  ability  and  writing  touch  necessary 
to  handle  a  column.  Our  region  has  a  strong  and  varied  economy.  The  right  candidate  will 
be  able  to  use  compelling  prose  to  explain  the  relationship  among  international, national 
and  local  events  and  trends  and  their  significance  to  our  readers’lives. 

He  or  she  also  will  be  expected  to  be  a  watchdog.  Our  region  offers  a  rich  environment 
for  a  columnist.  San  Diego  is  one  of  the  nation’s  major  centers  for  biotechnology  and 
wireless  telecommunications,  but  also  has  a  diversity  of  other  industries,  including 
tourism,  agriculture,  defense  contracting,  health  care,  maquiladoras,  Indian  gaming  and 
golf  equipment.  The  people  are  important,  too.  The  region  has  produced  notable  visionaries 
and  stunning  scoundrels.  Part  of  your  job  will  be  spotting  the  next  generation  of  each. 
Please  send  copies  of  your  best  columns  to  Business  Editor  Jim  Watters,  San  Diego 
Union-Tribune,  350  Camino  de  la  Reina,  San  Diego,  CA  92103.  If  you  have  not 
written  columns,  please  send  some  of  your  best  clips  and  two  sample  columns  written 
off  events  in  your  area. 

EDITORIAL 

EDITORIAL 

6th  Annual  Age  Boom  Academy 

for  Journalists  and  Media  Professionals 

made  possible  with  a  grant  from  The  New  York  Times  Company  Foundation 


September  25-30,2005 

ILC-USA  60  East  86th  Street 
New  York  City 

An  In-depth  Examination  of  the  Greatest  Demographic 
Shift  of  Our  Time 

This  year’s  academy  will  review  the  themes  addressed  at  The  2005  White  House 
Conference  on  Aging,  a  once-in-a-decade  event. 

An  intensive  six-day  briefing  on  emerging  news  in  one  of  the  most  revolutionary 
global  developments  -  increasing  longevity  -  and  its  implications  from  retirement, 
business,  and  politics  to  medicine  and  lifestyles.  As  Baby  Boomers  age  and  prepare 
for  retirement,  the  importance  of  understanding  these  issues  becomes  increasingly 
important.  The  Academy  offers  presentations  and  discussions  with  leading  scientists, 
physicians,  economists  and  humanists.  Visits  to  The  New  York  Times  and  local  community 
programs  are  also  included  in  the  program. 

Opening  address  by  famed  gerontologist  Robert  N.  Butler,  M.D. 

Pulitzer  Prize-winning  president  of  the  ILC-USA  and  discussions 
with  organizing  staff  of  the  White  House  conference. 

Travel  and  Accommodation  Expenses  Provided 

Visit  our  website  to  apply; 
www.ilcusa.org/media/events.htm 
Seating  is  limited  to  15  participants-  Application  deadline  is 
Monday,  May  16 

To  learn  more;  call  (212)  606  -  3380  or  E-mail  ageboomacademyiS'ilcusa.org 


INTERNATIONAL  LONGEVITY  CENTER  -  USA 


“Remember  always  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one.” 

-  Eleanor  Roosevelt 
C6  EDITOR  &  PUBLISHER  CLASSIFIEDS  APRIL  2005 


EDITORIAL  ADVISER 

mini  Media 

mini  Media  is  a  student-run,  independent  media  company  at  the  University  of  Illinois, 
which  includes;  The  Daily  lllini  newspaper,  WPGU-FM  107.1,  Buzz  Weekly,  lllio  yearbook. 
Technograph  magazine  and  expanding  online  operations.  We’re  hiring  an  Editorial  Adviser 
to  assist  and  mentor  our  award-winning  student  staff  on  multi-media  newsroom 
operations,  recruiting  and  training  programs,  and  professional  networking. 

You’ll  need  a  journalism  degree  and  professional  newsroom  experience,  management,  or¬ 
ganization  skills,  an  enthusiastic  attitude  and  a  desire  to  work  with  some  of  the  country’s 
most  talented  student  journalists.  We  offer  an  energetic  environment,  working  with  in¬ 
credibly  fun,  smart,  and  creative  co-workers.  Immediate  opening.  Send  resume  by  April 
15th. 

Full  job  description  available  from  Mary  Cory  at;  publisher@illinimedia.com 
OR  lllini  Media,  57  E.  Green,  Champaign,  IL.  61820. 


MANAGING  EDITOR 

For  central  Texas  daily  newspaper.  Fast  growing,  award-winning  Texas  daily  with  20,000 
daily  and  26,000  Sunday  circulation  is  seeking  a  qualified  individual  to  be  a  hands-on 
Managing  Editor.  This  position  will  be  responsible  for  our  daily  and  weekly  community 
newspapers  plus  military  publication. 

This  person  must  possess  a  solid  editorial  background,  including  at  least  five  years  daily 
newspaper  editing  and  newsroom  management  experience,  and  editorial  writing  skills.  A 
journalism  degree  is  required  for  this  position.  Our  newspaper  is  located  in  Central  Texas 
and  we  are  proud  to  be  the  home  of  the  largest  military  post  in  the  free  world.  Fort 
Hood.  Our  city  is  fast  growing  and  very  progressive.  We  offer  a  robust  and  challenging 
environment  to  the  right  candidate.  We  will  expect  the  right  applicant  to  be  able  to  balance 
community  relationships  with  concise,  informative  and  fair  news  stories. 

Send  letter  of  application,  resume  and  references  to  : 

ATTN;  Personnel  Office 
Killeen  Daily  Herald 
P.O.  BOX  1300,  Killeen,  TX  76540 
OR  FAX;  (254)634-8204 
E-mail;  sdonna@kdhnews.com 


INVESTIGATIVE  BUSINESS 
RESEARCH  ANALYST 

Investment  firm  seeks  an  experienced  business  journalist  with  proven,  exceptional 
source  development  and  investigative  skills  to  work  as  part  of  a  team  of  investment 
analysts  in  an  effort  to  “crack”  one  industry  at  a  time  through  intensive  field  research 
on  businesses  and  managers.  You  will  love  this  job  if  you  are  relentless  and  enjoy 
learning  about  businesses  and  people  and  want  to  watch  your  findings  lead  to  real 
world  results. 

For  more  information:  rcgjobs@gmail.com 


I  ".^rt  should  force  you  to  understantl.  to  | 
feel.  And  yet  HoIK’\v(kkI  has  seduced  us 
I  into  Ix'lieving  that  the  ttniy  things  that 
I  matter  are  those  that  free  us  from  the  tlol- 
!  drums  of  our  life." 

i  -I>.inny  Glover,  actor.  1999  | 
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EDITORIAL 

EDITORIAL 

HUMAN  RESOURCES 

HUMAN  RESOURCES 

EDITORIAL  WRITERS 

The  San  Diego  Union-Tribune  has  two  openings  for  experienced,  nnoderately  conservative 
editorial  writers.  The  ideal  candidates  would  have  experience  as  a  reporter  or  editor  on  a 
respected  regional  daily,  as  well  as  several  years'  experience  writing  editorials.  A  collegial 
personality  who  can  work  collaboratively  within  the  editorial  board  is  a  must; 
knowledge  of  California  a  plus.  Emphasis  would  be  on  local  issues,  particularly  topics 
such  as  the  environment,  education,  Indian  gaming  and  immigration,  but  the  ability  to 
write  on  state,  national  and  foreign  affairs  would  be  another  plus. 

Please  meet  the  above  requirements.  Please  send  cover  letter,  complete  resume  and 
clips  to  Bill  Osborne,  senior  editor,  The  San  Diego  Union-Tribune,  P.O.  Box 
120191,  San  Diego,  CA  92112-0191. 


STAFF  WRITER 

Southern  New  Jersey  medical  publisher 
seeks  ambitious,  prolific  writer  who 
would  enjoy  medical,  health  care,  and 
science  issues. 

Requirements;  2  years  news  writing  ex¬ 
perience;  BA  in  English,  journalism  or 
communications.  Some  travel  required. 
Ideal  spot  for  someone  looking  to  move 
up  from  an  entry  level  writing  position. 
E-mail:ssherretta@slackinc.com 
or  FAX  to;  (856)848-6091. 

No  phone  calls 
or  relocation,  please. 


EDITORS  & 

TOP  INVESTIGATIVE 
REPORTERS  WANTED 

Experienced  top  editors  and  investigative 
reporters  sought  for  large  weekly  news¬ 
paper  group  in  the  Metropolitan  Washing¬ 
ton  market. 

Top  pay  and  benefits.  Please  FAX  confi¬ 
dential  resume  plus  salary  requirements 
to: 

LDS  @  (703)  478-6691 

EOE 


GA  REPORTER 
& 

COURTS  REPORTER 

Watertown  (NY)  Daily  Times,  a 
30,000-circulation  newspaper  located 
between  the  Adirondack  Mountains  and 
Lake  Ontario,  has  an  opening  for  a  gen¬ 
eral  assignments  reporter  and  a  courts 
reporter.  Send  clips,  references,  etc., 
to: 

Bob  Gorman,  Managing  Editor 
Watertown  Daily  Times 
260  Washington  St. 
Watertown.  NY.  13601 
E-mail:  bgorman@wdt.net 


//jc  newspaper  industry's 

- MEETING  place.' - 

S8S.S25.  914P 


STAFF  REPORTER 

International  news  agency  Agence  Fran- 
ce-Presse  has  immediate  vacancy  for 
Moscow-based  STAFF  REPORTER  for 
production  of  wire  news  in  English.  Must 
be  native  English  speaker  with  strong 
knowledge  of  Russian  and  French  lan¬ 
guages.  Minimum  three  years  profes¬ 
sional  journalism  experience  required;  in¬ 
ternational  experience  a  distinct  plus. 
Duties  entail  production  of  news  wire 
copy  -a  mix  of  original  reporting  and 
translating/rewriting  stories  from  other 
reporters-  covering  the  main  political, 
diplomatic,  economic  and  social  stories 
in  Russia  and  the  rest  of  the  Common¬ 
wealth  of  Independent  States.  Initiative, 
ability  to  work  under  tight  deadline  pres¬ 
sure  as  part  of  a  multicultural  editorial 
team  and  readiness  for  international  trav¬ 
el  a  must.  Competitive  salary,  benefits 
and  career  prospects  tor  the  right  candi¬ 
date.  Interested?  Qualified? 

E-Mail  CV  and  cover  letter  to: 
desk.moscou@afp.com 
michel.viatteau@afp.com 
christpher.boian@afp.com 
yana.dlugy@afp.com 


EDITOR 

National  trade  publication  located  in 
Phoenix,  AZ,  is  seeking  an  Editor,  due  to 
our  continued  growth. 

B.A.  in  English  or  Journalism  and  3  -5 
years  experience,  or  equivalent  combina¬ 
tion  of  education  and  5  -  7  years  experi¬ 
ence  as  a  writer  and  editor.  Position  re¬ 
ports  to  the  Executive  Editor. 
Competitive  salary,  bonus  plan,  medical 
plans  and  generous  paid  time  off 
benefits. 

Send  resume  to: 

employment@minico.com 


ADVERTISERS 


For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


PERSONNEL  MANAGER 

Prescott  Newspapers,  Inc.,  which  includes  a  small  daily  newspaper  with  20k-f  circulation 
is  looking  for  a  Personnel  Manager  with  5-i-  years  experience  in  management,  personnel 
law,  benefits,  safety  programs  and  payroll.  Excellent  communication  and  interpersonal 
skills,  time  management  and  organizational  skills.  FulFtime  position  with  excellent 
benefits.  NSE  EEOE. 

Send  resumes: 

WNI,  attn;  DJJ 
1748  S.  Arizona  Ave. 

Yuma.AZ  85364 
FAX :  (928)  329-6654 


PHOTOGRAPHY 


PHOTOGRAPH\' 


BINGHAMTON  UNIVERSITY 
PHOTOGRAPHER 

Binghamton  University  seeks  a  talented,  full-time  photographer  to  work  with  its 
award-winning  Communications  and  Marketing  team.  The  photographer  will  support  the 
University's  overall  photographic  needs,  including,  the  University  magazines,  fund-raising 
materials,  brochures,  admissions  pieces,  the  campus  newspaper,  and  the  web.  Respon¬ 
sibilities  include  all  phases  of  photography  and  photographic  processing  with  emphasis 
on  digital  format  and  technology.  Will  report  to  the  Associate  Vice  President  for  Commu¬ 
nications  and  Marketing. 

A  bachelor’s  degree  in  photography,  photojournalism  or  related  field  and  five  years  of 
professional  experience  is  required.  Visit:  www.humanresources.binghamton.edu. 
Apply  by  mailing  a  letter  of  application,  resume  and  samples  from  your  portfolio  (or  link 
to  your  electronic  portfolio)  to:  Christopher  Ritter,  Assoc.  Vice  President,  Office  of 
Communications  &  Marketing,  Binghamton  University,  P.O.  Box  6000,  Bingham¬ 
ton,  NY  13902-6000.  Applications  by  April  15,  2005  will  receive  full  considera¬ 
tion.  Binghamton  University,  is  an  EOE 


PRODUCTION/TfiCH 


PRODUCTION/TECH 


ELECTRONICS  TECHNICIAN 

Pressroom  Electronics  Technician:  Sarasota  Herald-Tribune,  a  New  York  Times  Company, 
has  an  opening  for  a  full  time  Production  Maintenance  Electronics  Technician.  This  individual 
will  be  part  of  a  professional  group  of  mechanics  and  technicians.  Applicant  must 
have  a  minimum  of  three  years  experience  as  a  newpaper  technician.  Must  have  the  skills 
to  affect  timely  repair  and  maintenance  to  various  pressroom,  mailroom  and  plateroom 
equipment,  must  be  able  to  lift  minimum  of  50lbs.  and  work  well  with  others.  Must  be 
willing  to  work  nights,  weekends  and  holidays  on  an  on-call  basis.  Company  has  excellent 
benefits  package  and  pay  is  commensurate  with  experience.  Send  resume  to: 

Sarasota  Herald-Tribune 
1800  University  Parkway 
Sarasota,  FL  34243 
Attn:  Michael  Bradshaw 
FAX;  (941)  358-4015 

E-mail:  michael.bradshaw@heraldtribune.com 


POST  PRESS 


POST  PRESS 


POST  PRESS  MANAGER 

Comprint  Printing,  a  division  of  Post-Newsweek  Media,  is  seeking  a  dynamic  individual 
who  is  mechanically  savvy,  but  can  also  handle  the  demands  and  administrative  details  of 
managing  a  diverse  department  of  75-i-  employees. 

Ideal  candidate  should  have  inserting,  mailroom  and  bindery  experience,  as  well  as  expe¬ 
rience  with  budgeting.  We  are  a  fast-paced,  24  hour-day  operation  Monday-Saturday. 

We  offer  a  competitive  benefits  package.  This  is  a  great  career  opportunity  for  the  right 
individual.  Send  salary  history  and  resume  to: 

Lisa  Merhi,  Director  of  Operations 
9030  Comprint  Court 
Gaithersburg,  MD.  20877 
lmerhi@gazette.net 
FAX:  (301)  670-2593 
EOE 
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SALES  _ SALES 


NATIONAL  ACCOUNT  EXECUTIVE 

Are  you  a  highly  motivated  sales  professional  with  a  proven  ability  to  generate  incremental 
revenue  from  existing  accounts  as  well  as  develop  new  business? 

If  so,  we  want  to  talk  to  you!  The  Atlanta  Journal-Constitution  has  two  Advertising  Account 
Executive  positions  available  in  our  National  department.  These  positions  are  responsible 
for  maximizing  revenue  from  the  travel  and  financial  industries.  The  ideal  candidate 
should  have  previous  media  sales,  agency  or  industry-specific  experience. 

For  consideration,  please  your  resume  and  cover  letter  to: 

Chris  Forsee  at;  cforsee@ajc.com 
or  FAX  to;  (404)  526-5156 
The  AJC  is  an  EOE/Drug  Free  Workplace. 


SALES  REPRESENTATIVE 

College  Sales  New  Jersey  (Based  in  North  NJ)  City  &  Suburban,  a  subsidiary  of  the  NY 
Times,  seeks  an  experienced,  results  oriented  sales  professional  who  can  establish  new 
and  manage  existing  relationships  in  our  college  segment.  Work  with  NY  Times  personnel, 
college  administration,  faculty,  staff  and  student  organizations  to  promote  The  Times 
brand  and  increase  sales  within  territory.  Must  be  proficient  at  identifying  college  sales 
oppties  and  interacting  with  clients  at  all  levels  up  to  Chancellor  or  President.  Must  be 
able  to  collaborate  with  staff  to  develop  programs  that  enhance  campus  wide  sales  efforts, 
professorial  classroom  requirements,  and  grow  existing  college  subscriptions. 
Travel  required.  This  position  covers  college  sales  in  the  State  of  New  Jersey. 
Requirements:  To  excel  in  this  fast-paced  environment,  the  candidate  must  be  an  expe¬ 
rienced  sales  representative  with  a  proven  track  record;  experienced  in  making  sales 
presentations  to  large  groups;  organized,  flexible,  self-motivated,  able  to  multi-task  and 
meet  deadlines;  possess  exceptional  interpersonal  and  communication  skills.  Knowledge 
and  experience  in  newspaper  sales  and  distribution  helpful.  Experience  interacting  with 
the  educational  community  preferred.  College  degree  required.  Advanced  degree  in  Mar¬ 
keting,  Communication  or  Education  preferred.  Strong  computer  skills  and  proficiency  in 
MS  Office.  We  offer  a  competitive  salary,  outstanding  benefits,  plus  sales  bonus  program. 
Car  allowance  provided-must  have  reliable  car.  Interested  candidates  are  invited  to 
submit  resume  and  cover-letter  stating  salary  requirements,  (referencing 
E  &  P  Ad  Oil  to; 

Eric  Hellstern,  National  Director-Education  Sales 
E-mail;  hellsej@nytimes.com 
FAX;  (516)  302-2126 

EOF 


SALES  REPRESENTATIVE 

This  is  a  Syndicate  Sales  position  reporting  to  the  SVP/General  Manager.  The  Syndicate 
Sales  Representative  will  represent  and  sell  United  Media  content,  features  and  services 
to  newspapers,  publications  and  websites. 

Responsibilities  involve;  Fulfill  and  respond  to  requests  for  and  sell  reprint  rights  to  pub¬ 
lishers,  newsletters,  etc.  Sell  UM  features  and  services  to  newspapers,  publications, 
websites,  intranets  and  other  electronic  forms  through  outbound  telephone  sales.  Producing 
reports  on  features,  sales  and  the  marketplace  for  management  on  an  as  needed 
basis  Manage  projects  involving  sales  and  retention  strategy  for  its  feature  portfolio.  As¬ 
sist  in  developing  sales  strategies  to  increase  sales.  Special  projects  on  as  needed  basis. 
This  position  requires  an  experienced,  self-motivated  salesperson.  Reprint  rights  or  content 
sales  experience  a  plus.  Good  technical  proficiency;  specific  program  awareness  required 
for  MS, Excel,  MS  Word,  MS  PowerPoint  and  Access.  Strong  analytic  skills,  strong 
attention  to  detail  and  follow  through.  A  team  player  who  is  relationship  oriented,  has  ability 
to  effectively  juggle  and  execute  multiple  tasks/assignments  simultaneously.  Strong 
oral  and  written  communication  skills  3-f  years  prior  work  experience  in  sales.  College 
degree  preferred.  Please  E-mail  your  resume  to  Carol  Gershowitz  at 
carolg@unltedmedia.com  or  Fax  it  to  (212)293-8701. 
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GOOD  NEWS,  which  is  celebrating  its  20th  year  in  business,  has 
been  retained  by  the  Pittsburgh  Tribune  Review  Company  to  outplace 
several  of  their  executives.  The  Pittsburgh  Post  Review  Company  re¬ 
cently  restructured,  combining  six  facilities  into  two.  The  individuals 
we  have  been  asked  to  represent  are  willing  to  relocate  to  continue 
their  newspaper  careers.  The  following  personnel  are  available: 

•Vice  President  of  Advertising/GM  who  has  over  20  vears  experi¬ 
ence  in  advertising,  the  last  as  General  Manager  of  a  35,000  daily. 

•Corporate  Advertising  Director  with  20  years  of  extensive  experi¬ 
ence  with  both  Classified  and  Retail. 

•Advertising  Sales  Director  who  has  strong  marketing  experience, 
with  last  assignment  at  a  35,000  daily. 

•Corporate  Controller  with  over  14  years  of  experience  in  the  finance 
area,  with  more  than  half  of  that  in  newspapers;  has  both  BA 
and  MBA  degree 

•Director  of  Human  Resources  with  experience  in  both  union  and 
non-union  environments:  over  6  years  of  newspaper  experience. 

The  Pittsburgh  Tribune  Review  Company  was  a  combination  of  six 
different  properties  with  a  total  circulation  in  excess  of  200,000. 
Each  of  the  above  candidates  is  definitely  willing  to  relocate  for  a  ca¬ 
reer  move;  they  are  only  available  now  because  their  positions  were 
eliminated.  It  is  important  to  note  that  if  you  hire  any  of  these  individ¬ 
uals,  there  will  be  no  fee;  the  fee  has  already  been  paid  by  the  Pitts¬ 
burgh  Tribune  Review. 

If  you  are  interested  in  learning  more  about  these  candidates 
please  contact  GOOD  NEWS  by: 

Phone:  (563)  359-4877 
FAX:  (5631  359-8539 

E-mail:  greene@gooanews-searchfirm.com 


EDITORIAL 

FREELANCE  GOLF  WRITER,  Lawrence, 
KS.  Member  GWAA,  familiar  with  tour  re¬ 
quirements,  all  facets  of  sport.  Have  writ¬ 
ten  for  GOLFWEEK,  Golf  World,  SuperNE- 
WS,  and  Links.  Many  contacts  in  industry, 
deadline  driven,  travel  on  short  notice. 
gwells@adsource.com 

Gordon  Wells;  (785)  865-4224 

ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 
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THE  INDUSTRY  CAN'T 
SAY  ENOUGH  ABOUT 

MARKETING  YMEDIOS 

2005  “Best  Start-up  Publication”  Finalist 
in  the  prestigious  Jesse  H.  Neal  National  Business  Journalism  Awards  Competition 

Here’s  what  some  readers  and  advertisers  are  saying 


“Marketing  y  Medios  is  a  new  and  refreshing 
publication  full  of  useful  information.  Unlike  other 
magazines,  Marketing  y  Medws  provides  right-to-the- 
point  information  that’s  up-to-date  and  relevant  to  my 
day-to-day  activities  in  the  marketing  and  advertising 
field.  I  have  referenced  the  information  within  many 
times  with  excellent  impact,  and  also  have  hired  the 
services  of  two  of  its  advertisers — again  with  positive 
results.  Welcome  to  Marketing  y  Medios" 

— Juan  Gonzalez-Penso 
Senior  Marketing  Communications  Manager 
BellSouth  Corporation 

“It  almost  seems  unbelievable  to  me  how,  in  just  a 
short  period  of  time.  Marketing  y  Medios  has  become 
an  indispensable  tool  in  helping  me  learn  about 
everything  that  is  going  on  in  the  Hispanic  media 
marketplace.  I  read  it  every  month  and  tear  out  articles 
to  discuss  with  my  agency  as  to  how  we  should  address 
new  media  opportunities  to  reach  our  growing 
Hispanic  target  audience.” 

— Edward  C.  Gold 
Director,  Media  and  Sponsorships,  State  Farm 

“In  a  relatively  short  time.  Marketing  y  Medios  has 
established  itself  as  a  must-read  for  anyone  doing 
business  in  the  U.S.  Hispanic  market.  I  don’t  miss  a 
single  issue  and  1  read  each  one  cover  to  cover. 
Marketing  y  Medios  looks  at  this  market  in  a  new  and 
fresh  manner  that  complements  the  information 
already  being  covered  by  other  established  sources  of 
information  in  the  market.  I  compliment  Marketing  y 
Medios  for  realizing  that  the  Hispanic  market  can’t  be 
effectively  covered  in  annual  special  reports  and  for 
making  such  a  full  time  commitment  to  us.  I  truly 
hope  it  continues  to  grow!” 

— Roger  Gonzalez 
President,  Alliance  Media  &  Communication 


“I  find  Marketing  y  Medios  a  useful  tool  with 
important  information  regarding  the  Hispanic  world. 
This  unique  publication  gives  me  the  insight  I  need  to 
plan  effectively  for  my  clients.” 

— Lynette  Fine 

VP  Account  Service,  Communication  Trends,  Inc. 

“Marketing  y  Medios  is  a  long-awaited  trade 
publication  addressing  the  needs  of  U.S.  Hispanic 
marketers  and  advertisers.  The  magazine  has  become 
one  of  my  preferred  trade  publications  as  its  editorial 
content  is  truly  relevant  to  the  U.S.  Hispanic  market. 

I  am  very  happy  to  see  that  Adweek  has  recognized 
the  power  and  value  of  the  U.S.  Hispanic  market 
by  launching  this  new  trade  publication. 
Congratulations!” 

— Julio  Rodriguez,  Manager 
Research  &  Trade  Marketing,  Terra  Networks  USA 

“As  Sears  strives  to  effectively  meet  the  needs  of  its 
Hispanic  customers,  it  is  important  for  our  multicultural 
team  to  present  internal  business  partners  with  market 
and  competitive  data  to  guide  their  business  decisions. 

1  find  Marketing  y  Medios  to  be  an  ‘easy-to-navigate’ 
reference  tool  for  that  purpose.” 

— Sandra  Diaz,  Director 
Multicultural  Marketing,  Sears,  Roebuck  &  Co. 

“Adweek’s  Marketing  y  Medios  is  a  hugely  welcomed 
addition  to  the  Latino  business  publication  world.  It’s 
so  great  to  see  such  a  highly  regarded  magazine  as 
Adweek  support  our  market  and  get  it  right,  to  boot!” 

— David  Chitel 
CEO,  LatCom  Communications,  Inc. 
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M  A  R  K  E  T'l  N  G 


FOR  THE  FINAL  WORD  ON  THE  U.S.  HISPANIC  MARKET.  TURN  TO  EVERYTHING  ABOUT 

MARKETING  YMEDIOS  LIKE  THE  18,000+  ADVERTISING,  MARKETING  THE  HISPANIC  MARKET 

AND  MEDIA  PROFESSIONALS  WHO  HAVE  DONE  SO.  IN  ONE  MAGAZINE 


TO  ADVERTISE,  CALL  MICHAEL  HATHERILL,  PUBLISHER,  AT  646.654.7501  OR  VISIT  WWW.MARKETINGYMEDIOS.COM. 
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ceremonies,  pundit  payola,  and  the  way 
close  proximity  to  powerful  politicians  can 
blunt  a  reporters  edge. 

The  setting  of  all  this  was  Washington, 
D.C.,  where  Brenda  had  gone  to  work 
temporarily  in  TV  as  a  liberal  counterpart 
to  conservative  Slash  Bums  —  an  overbear¬ 
ing  character  seemingly  modeled  on  Fox 
News  host/Creators  Syndicate  columnist 
Bill  O’Reilly. 

A  synopsis  of  the  Febmary  and  March 
strips:  Slash’s  wife  tells  Brenda  during  a 
clandestine  meeting  in  a  diner  that  Slash 
feels  threatened  by  Brenda’s  strong  TV 
presence.  She  also  tells  Brenda:  “That 
moral  values  stuff?  He  [Slash]  doesn’t 
believe  it.  He  just  knows  it  sells.” 

Then  Slash  —  driving  by  the  diner  in  a 
limo  with  his  assistant  (and  apparent  girl¬ 
friend)  Tres  Smart  —  spots  his  wife  and 
barges  into  the  eatery  to  tell  her  to  go  home. 
He  has  his  own  smarmy  chat  with  Brenda, 
after  which  he  gives  her  tickets  to  the 
“Annual  Pundit  Party.” 

At  the  bash,  Brenda  devastates  Dennis 
Miller  by  not  knowing  who  he  is.  Slash 
opines:  “A  pundit  would  rather  be  despised 
than  unknown.”  And  Brenda  muses:  “All 
this  self-importance  would  be  suffocating, 
if  it  weren’t  so  entertaining.” 

The  President  of  the  United  States  — 
looking  a  lot  like  George  W.  Bush  — 
appears  at  the  podium  in  the  Feb.  27  strip 
to  present  Slash  with  the  first  “Govie 
Award.”  Columnists  such  as  Arianna 
Huftington  (TMS)  and  Pat  Buchanan 
(Creators)  are  pictured  in  the  audience,  but 


Seeing  red 


Cartoon  reporter  unimpressed  with  the  press  in  a  story  line 
from  comic  writer/newspaper  columnist  Mary  Schmich 


BY  DAVE  ASTOR 

SINCE  Mary  Schmich  took  over  the  writing  of 
“Brenda  Starr”  20  years  ago  this  April,  she  has  used 
the  comic  to  periodically  comment  on  the  media  in 
general  and  newspapers  in  particular. 

Which  makes  sense:  In  the  Tribune  Media  Services 
(TMS)  strip,  Starr  is  a  reporter  for  The  Flash  newspaper.  In  real 
life,  Schmich  is  a  Chicago  Tribune  columnist  who’s  enjoyed  a  long 
newspaper  career  of  her  own. 

“I’ve  been  in  this  journalism  stew  for  years,”  she  says.  “There’s  a 

lot  of  inside  information  about  newspa-  Starr.”  And,  she  says,  this  commentary'  is 

pers  in  the  strip.”  “not  a  flattering  portrait  of  our  craft.” 

But  in  the  past  two  or  three  years.  That  was  especially  noticeable  in  Febru- 

Schmich  has  commented  on  newspapers  ary  and  March,  as  Schmich  took  digs  at 
and  other  media  even  more  in  “Brenda  egotistic  media  stars,  journalism-award 
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Slash  is  nowhere  to  be  found.  Brenda 
accepts  the  award  on  Slash’s  behalf. 

At  the  podium,  the  president  recognizes 
Brenda.  “The  president  knows  my  name!  I 
like  him  better  already!”  thinks  Brenda, 
before  an  imagined  Brenda  on  her  shoulder 
warns:  “That’s  how  the  seduction  and 
corruption  begin,  Starr!” 

Brenda  proceeds  to  give  a  brief  speech, 
saving:  “Imagine!  In  a  democracy,  the 
government  tries  to  bribe  journalists!  And 
some  journalists  can  be  bought  as  easily  as 
chewing  gum.  Most  journalists  are  honest. 
But  parties  like  this  and  awards  like  this 
compromise  us  all!” 

Schmich  —  who  wrote  that  speech  for 
Brenda  before  the  Armstrong  Williams  and 
other  pundit-payola  scandals  broke  —  then 
continued  the  sequence  by  showing  Slash 
accused  of  murdering  Tres  Smart. 

Why  is  Schmich  lampooning  the  media 
more  these  days?  “I  feel  that  in  the  past  few 
years  the  media  has  evolved  into  a  new 
critter  —  a  more  backbiting,  self-referential 
critter,”  she  tells  E&P,  noting  that  blogs,  the 
Romenesko  Web  site,  and  other  digital-age 
outlets  make  it  easier  for  journalists  to 
snipe  at  each  other  publicly. 

At  the  same  time,  Schmich  has  some¬ 
what  reduced  the  emphasis  on  Brenda’s 
love  life.  “How  many  romances  can  a 
woman  have  without  beginning  to  look 
trampy?”  she  asks  vvdth  a  laugh. 

Schmich  said  “Brenda  Starr”  includes 
authentic  references  to  journalism  while 
remaining  exaggerated  and  campy  in 
certain  ways.  But  the  strip  is  arguably  more 
realistic  —  and  Brenda  more  mature  — 
than  when  Dale  Messick  was  doing  it. 

Messick,  who  turns  99  on  April  11,  creat¬ 
ed  “Brenda  Starr”  65  years  ago  —  and  its 
title  character  hasn’t  aged  a  bit.  “I  think 
Brenda  looks  absolutely  amazing  for 
someone  bom  in  1940,”  says  Huffington. 

Schmich  credits  June  Brigman  for 
making  Brenda  and  the  comic  look  good. 
“June  is  a  great  artist,”  she  says.  Brigman 
certainly  drew  excellent  likenesses  of 
Huffington,  Buchanan,  and  others  in  the 
recent  sequence. 

Actually,  Schmich  didn’t  know  Brigman 
would  draw  Huffington  and  Buchanan, 
or  that  Dennis  Miller  would  be  dissed  by 
Brenda.  “I  told  June  to  put  in  any  pundit 
she  wanted,”  says  Schmich. 

That  might  explain  why  the  Feb.  27  strip 
inexplicably  showed  the  liberal  Huffington 
as  one  of  the  pundits  wondering  if  she 
might  receive  the  “Govie  Award”  that  ended 
up  going  to  Slash.  “While  I’m  flattered  that 
the  people  behind  ‘Brenda  Starr’  would 
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include  me  as  a  guest  at  their  swinging 
‘Pundit  Party,’  the  idea  that  President  Bush 
would  ever  consider  giving  me  an  award 
after  what  I’ve  written  about  him  makes  me 
question  whether  they’ve  read  my  column 
in  the  last  decade,”  Huffington  says.  “On  the 
other  hand,  he  did  give  a  Medal  of 
Freedom  to  George  Tenet,  so  I  guess 
anything’s  possible!” 

Given  that  the  sequence  featured 
pundits,  asKed  National  Society  of 
Newspaper  Columnists  President  Suzette 
Martinez  Standring  to  take  a  look  at  it.  She 
e-mailed  this  comment:  “Slash  Bums  is  a 
comic-strip  pundit  prone  to  corruption.  In 
the  real  world,  what  about  the  cormptors? 
The  Brenda  (and  Brendan)  Starrs  of  the 
world  need  to  flush  out  the  government 


tempters  —  those  giving  false  documents  to 
the  media,  those  underwriting  ‘independ¬ 
ent’  opinions,  and  those  granting  question¬ 
able  security  clearances.  Who  are  they  and 
what  are  they  getting  in  return?  Brenda 
Starr,  a  woman’s  work  is  never  done.” 

Putting  media  commentary  in  “Brenda 
Starr,”  says  Schmich,  has  helped  the  long- 
mnning  comic  survive  by  “giving  it  a  niche 
that’s  not  just  general  soap  opeia.”  The  strip 
currently  mns  in  20-plus  papers,  including 
the  Chicago  Tribune,  the  Los  Angeles  Daily 
News,  and  the  St.  Louis  Post-Dispatch. 

Schmich  mentioned  that  the  sequence 
has  brought  “Brenda  Starr”  more  publicity 
than  usual.  “It’s  always  interesting  to  me,” 
she  says,  “that  the  way  to  get  noticed  by 
the  media  is  to  write  about  the  media!”  □ 


Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  notm,  such  as  GORE-TEX*  fabric,  GOfe-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX*  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc. 
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Building  Materials  20%  10% 


Discount  Copies  (25-50%  off) 

1  1  Employee  Copies 

Consumer  Electronics 

-6% 

-5% 

■■  Other  paid 

Newspapers  in  Education 

Department  Stores 

9% 

2% 

1  1  Single-Copy  Distrib.  (Full  Paid) 

WM  Third-Party  Sales  and  Other 

Discount  Stores 

-17% 

0% 

Home  Delivery/Mail  (Full  Paid) 

Food  Stores 

4% 

7% 

Source;  Audit  Bureau  of  Circulation,  based  on  publishers’  statements,  Sept.  30,  2004  Source;  E&P/CMR  Newspaper  Advertising  Indices 


H  PUBLISHING  REVENUE  COMPOSITION,  BY  COMPANY  2005  EST.  (MILLIONS)  || 


Company 

Total  Publishing  Rev. 

Advertising  Rev. 

%of  Total 

Circulation  Rev. 

%  of  Total 

Other  Revenue 

%of  Total 

Gannett 

$6,861.3 

$5,167.0 

75.0% 

$1,262.9 

18.4% 

$431.4 

6.3% 

Tribune  Co. 

$4,207.2 

$3,327.6 

79.0% 

$627.6 

14.9% 

$252.0 

6.0% 

New  York  Times 

$3,221.0 

$2,115.1 

66.0% 

$880.1 

27.3% 

$225.9 

7.0% 

Knight  Bidder 

$3,135.0 

$2,466.0 

79.0% 

$537.0 

17.1% 

$131.0 

4.2% 

Dow  Jones 

$1,828.3 

$986.5 

54.0% 

$380.7 

20.8% 

$464.2 

25.2% 

McClatchy 

$1,264.5 

$1,071.0 

85.0% 

$168.5 

13.3% 

$24.3 

1.9% 

Lee  Enterprises 

$717.0 

$536.8 

75.0% 

$130.3 

18.2% 

$49.9 

7.0% 

Journal  Register 

$597.1 

$456.5 

76.0% 

$121.6 

20.4% 

$19.0 

3.2% 

Pulitzer 

$465.6 

$375.2 

81.0% 

$82.5 

17.7% 

$7.9 

1.7% 

Averages 

74.4% 

18.7% 

6.9% 

Companies  not  included  here  do  not  provide  revenue  broken  down  by  circulation  and  advertising  including:  Washington  Post,  Belo,  Media  General,  Hollinger,  and  Scripps. 

Source;  Prudential  Equity  Group 


The  Poynter  Institute  found  that  750  journalists  responding  to  its 
online  survey  on  balancing  work  and  life  said  they: 

Always  work  more  than  40  hours  a  week  65.1% 

Did  not  use  all  their  vacation  time  in  the  past  year  46.2% 
Seriously  considered  leaving  journalism  47.2% 

Source;  The  Poynter  Institute 
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2004  performance  compared  to  2003 

GAINS/LOSSES  IN  NATIONAL  CATEGORIES 


National  category 

YTD  Gain/loss%  Dec.  2004  Gain/loss% 

Airlines 

-15% 

-49% 

Auto  Dealer  Associations 

-10% 

22% 

Banks/Credit  Cards 

6% 

6% 

Computers  &  Software 

-31% 

25% 

Corporate/Office/Other 

-14% 

-20% 

Factory  Automotive 

2% 

13% 

Food  &  Household 

3% 

14% 

Government/Politicai 

10% 

22% 

Hotels  &  Resorts 

3% 

7% 

Insurance 

60% 

140% 

Investments 

-9% 

-32% 

Mail  Order 

-1% 

-26% 

Motion  Pictures 

-10% 

-5% 

Travel  &  Tourism 

-5% 

21% 

GAINS/LOSSES  IN  INSERT  CATEGORIES 

Insert  category _ YTD  Gain/loss%  Dec.  2004  Gain/loss% 


March  17  close  %  change 

_ YOY  30  days  ended  Mar.  17 


Gannett  (GCI) 

80.00 

-10.35 

0.83 

Dow  Jones  (DJ) 

37.33 

-20.12 

-5.21 

Knight  Bidder  (KRI) 

68.07 

-8.47 

1.61 

Tribune  (TRB) 

39.50 

-21.70 

-5.18 

New  York  Times  (NYT) 

36.24 

-19.72 

-5.25 

E.W.  Scripps  (SSP) 

48.50 

-1.22 

3.30 

Washington  Post  (WPO) 

881.00 

-4.24 

-1.70 

Belo  (BLC) 

23.94 

-10.87 

-0.29 

McClatchy  (MNI) 

75.47 

8.06 

3.85 

Media  General  (MEG) 

64.58 

-3.05 

-1.78 

Lee  (LEE) 

45.17 

-0.33 

-0.51 

DJ  U.S.  Publishing  Index 

318.74 

-3.89 

-1.50 

DJ  U.S.Total  Market  Index 

284.44 

6.76 

-0.69 

Source;  Dow  Jones  Indexes 
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MONTH  IN  REVIEW 


Tune  in  today.  Web-heads 


Regular  visitors  to E&P  Online  may  already 
have  seen  some  of  the  stories  below.  But 
for  those  who  would  take  advantage  of 
our  Web  reporting,  here’s  a  recap  of  some  of  E&P's 
top  stories  for  the  past  few  weeks.  If  you  haven’t 
done  so  already,  activate  your  registration  now  by 
visitingwww.editorandpublisher.com/activate. 


FEBRUARY 


01  HUNTtLR  CAPTl'RED  BY  GAME? 

L I  A  Shoptalk  appreciation  on  Dr. 
Hunter  S.  Thompson,  upon  his  passing 
(other  news  stories  on  this  subject 
appeared  before  and  after  this  date). 


Jeee  Gannon  starts  a  Bi.og  Well,  every¬ 
one  else  is,  so  why  not  the  former  White 
House  correspondent/male  escort  James 
D.  Guckert,  says  Greg  Mitchell  in  his 
Pressing  Issues  column. 


00  Citizen  Journalism  needed 
LL  Newspapers  must  go  from  a  “lecture” 
mode  to  “conversation,”  online  expert 
Steve  Outing  argues  in  this  month’s 
Stop  the  Presses  column. 


MARCH 


3  When  Johnny  comes  marching  home 
In  a  Shoptalk,  former  embed  Dennis 
Anderson  describes  how  his  small  paper 
in  California  faces  the  return  of  a  local 
guard  unit  to  his  hometown. 


4  Pulitzer  finalists  rf:vf:aled  In  our 
annual  scoop,  we  present  the  “secret” 
list  of  journalism 
finalists  for  this  year’s 
big  prize,  leaked, 
as  usual,  by  judges 
sworn  to  remain 
circumspect.  Finalists 
include  Frank  Rich, 

Garry  Trudeau,  and 
some  smaller  papers 
in  Florida  that  did  Frank  Rich  of  The 
some  fine  hurricane  New  York  Times: 

coverage.  A  Pulitzer  finalist 


5  Brenda  Starr  takes  on  the  ‘payola 
puNDi  i's’  The  redheaded  reporter 
of  the  comics  page  tackles  the  bought 
journos  and  cable  yackers  like  Bill  “Slash” 
O’Reilly  (with  a  follow-up  column  on 
March  13). 


WWW,  editorandpublisher.com 


Editorial  Cartoon  of  the  Month 


CLAY  BENNETT,  THE  CHRISTIAN  SCIENCE  MONITOR, 

BOSTON,  MASS.,  MARCH  15 


8  Women  and  sports  (departments) 
Shockingly  few  women  get  to  take 


the  helm  at  newspapers,  Detroit  News 
sportswriter  Joanne  C.  Gerstner  argues 
in  a  Shoptalk  column. 


E/\S0NG.\TE  .and  ICvniERGATE  STILI.  OPEN 
Blogs  showing  mainstream  what  it’s  miss¬ 
ing,  says  Thomas  Lipscomb  in  Shoptalk. 


11  Nf;WSP.\PER  EMPLOYEFIS  CAUGH  T  IN 
1 1  Atlanta  maatiem  Staffers  from  The 
Atlanta  Journal-Constitution  are  beaten 
and  caijacked  in  a  murderous  courthouse 
rampage. 


IC  Fem-ale  pundi  ts  not  gaining 
lU  E^P  survey  finds  only  1  in  4  Op-Ed 
columnists  are  female,  and  no  growth 
in  past  six  years. 


Blogs  ...  say  what?  Gallup  finds  blog 
popularity  gaining,  but  most  people  still 
haven’t  heard  of ’em. 


10  AP  takfis  the 
ID  ‘lflad.’  News 
service  will  now  offer 
two  choices  for  leads 
on  some  stories. 


in  Annual  ‘State  of  the  Media’ 
lu  rf:port  finds  newspaper  slippage 
Also  documents  little  media  bias  in 
coverage  of  the  Iraq  war. 


Editor  quti's  ilviher 

THAN  CUT  OTHERS 
Deb  Flemming  in  Deb  Flemming,  who 
^  ...  .  put  the  employment 

Mankato,  Mmn.,  fears  needs  of  others  first 
coming  staffing  prob¬ 


1J  Sunshine  Wf;f;k  A  collection  of 
l*f  articles  charts  exactly  what  newspa¬ 
pers  are  doing  this  year  to  mark  this 
annual  effort. 


lems  throughout  the  industry. 


17  CoN-TRAC-r  B.Am.E  in  San  Francisco 
If  The  first  shot  is  fired  in  Chronicle 
negotiations. 


Dan  Okrfin-t  reviews  his  d.ays  as  public  Lack  of  buack  sports  editors  hit  In 

EDI  TOR  He  refers  to  his  tenure  at  The  a  Shoptalk,  Gregory  Lee,  senior  assistant 

New  York  Times  as  sometimes  unpleasant,  sports  editor  at  The  Boston  Globe,  calls 
and  even  at  times  close  to  “a  root  canal.”  for  industry-wide  action. 
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Shoptalk 


A  THING  Wm 

Here’s  the  skinny  on  one  subject  ad  people  never  talk  about 


Like  many  people  who  spent  their  careers  putting 
mostly  black  ink  on  white  paper  so  it  could  be  thrown 
on  people’s  porches  at  5  a.m.,  I  have  been  worrying 
about  the  future  of  newspapers.  Most  of  the  content 
newspapers  provide  is  available  free  online  and  many 
of  our  best  advertisers  have  found  they  can  reach  their  best  cus¬ 
tomers  more  efficiently  using  lower-cost,  Web-based  alternatives. 

One  of  the  essential  facts  newspaper  ad  people  never  talk  about  is 
the  inherent  inefficiency  in  newspaper  advertising  —  and  that  this 
inefficiency  is  what  drives  profitability.  In  fact,  the  old  Newspaper 


Advertising  Bureau  created  a  clever  mar¬ 
keting  name  for  the  phenomenon  —  The 
Thin  Market  Concept  —  and  used  it  to 
get  customers  to  buy  more  ads. 

Let  me  try  an  example  using  a  make- 
believe  new^spaper  with  250,000  circula¬ 
tion  and  50%  penetration,  in  a  market 
of 500,000  homes. 

The  Thin  Market  Concept 
held  that  on  any  given  day,  W 

about  3%  of  the  households  in  I 

a  market  wanted  to  buy  a  new  ' ■ 
refrigerator.  If  the  newspaper  ^  ■ 

charges  $6,000  for  a  full-page  * ,  ~~ 

ad  for  refrigerators,  the  cost  of  ^ 

reaching  each  household  is 
about  2.4  cents. 

But  the  cost  of  reaching  |jMff|||K 
families  that  are  actually  in  the 
market  for  a  refrigerator  is  much  higher. 
There  are  15,000  homes  in  the  market  for 
a  refrigerator  and  the  newspaper,  with 
that  50%  penetration,  reaches  half  — 

7,500  —  at  a  cost  of  about  80  cents  per 
view  by  households  ready  to  buy. 

Fortunately  for  newspapers  no  one 
knows  which  households  are  ready  to  buy, 
so  appliance  dealers  have  no  choice  but 
to  pay  the  newspaper  the  full  $6,000 
for  ads. 

The  Web  world  turns  this  model  on  its 


head.  Almost  no  rational  person  looks  at 
online  ads  for  refrigerators  unless  they  are 
actively  planning  to  buy  one,  so  very  little 
money  gets  wasted  delivering  ads  to 
households  who  are  presently  happy  with 
their  cold  storage.  Even  if  the  cost  per 
view  is  many  times  that  of  newspapers, 
the  total  revenue  is  much  less 
than  that  generated  by  the 
newspaper  ad. 

One  response  would  be  for 
newspapers  to  charge  more 
^  per  view;  but,  again,  the  way 

the  Web  works  makes  that 
pretty  much  impossible.  One 
factor  that  allowed  newspa- 
pers  to  hold  30%  margins  for 
lynJIjiTI  so  long  was  that  cost  of  entry 
“^*****^^  kept  out  competition.  The 
infrastructure  and  overhead  required  to 
start  or  maintain  a  newspaper  meant 
almost  no  market  could  support  more 
than  one  general-circulation  daily. 

But  that  is  not  the  case  with  the  Web. 
Anyone  with  a  decent  off-the-shelf  com¬ 
puter  and  software  can  build  a  Web  site 
and  start  selling  ads.  Add  commission- 
only  salespeople,  throw  in  a  few  bucks 
to  register  with  the  major  search  engines, 
and  you  are  in  full  competition  with  the 
daily  newspaper  Web  site,  which  hsis  to 


support  much  higher  overhead  to  deliver 
the  news. 

Another  problem  with  newspaper  Web 
sites:  Many  of  their  users  live  far  from 
that  local  appliance  store.  For  example, 

I  read  one  print  newspaper  a  day  —  the 
San  Jose  (Calif.)  Mercury  News  —  but  I 
have  14  dailies  in  9  states  and  two  coun¬ 
tries  bookmarked  in  my  Web  browser. 
Although  these  newspapers  are  probably 
glad  I  use  their  Web  sites,  I  am  generally 
useless  to  their  advertisers. 

Most  of  what  I  have  written  here  deals 
with  the  future  of  ads  from  newspapers’ 
best  customers:  large  retailers  and  car 
dealers.  But  the  one-to-one  marketing 
nature  of  the  Web  also  threatens  the 
traditional  readership  value  of  in-column, 
private-party  classified  ads. 

Here  is  an  example:  Last  fall,  I  sold  my 
1962  Chevy  Impala  SuperSport  Convert¬ 
ible.  The  only  place  I  advertised  the  car 
was  on  craigslist.org  —  a  free  service  that 
allows  nearly  unlimited  text  and  up  to 
four  pictures.  I  posted  the  car  at  about 
7  p.  m.  on  a  Wednesday.  I  did  not  list  a 
phone  number,  my  real  name,  or  any 
contact  information  beyond  an  e-mail 
account  I  set  up  for  this  purpose. 

By  10  p.  m.  the  same  night  I  had  four 
e-mail  responses,  and  ultimately  15 
people  e-mailed  me  about  the  car.  There 
were  two  inquires  from  New  Zealand.  I 
got  four  offers  and  eventually  sold  the  car 
for  a  couple  of  grand  less  than  what  I  had 
in  it.  In  the  classic  car  world,  this  was  a 
very  good  outcome. 

My  sales  costs  were  exactly  zero.  In  the 
days  before  the  Internet,  I  would  have 
run  ads  in  newspapers  and  classic  car 
publications.  Multiply  my  experience  by 
however  many  thousand  a  day,  and  the 
loss  of  classified  revenue  and  readership 
from  private  parties  is  huge. 

I  wish  I  had  some  solutions  to  put 
forth,  and  I  know  there  are  very  smart 
folks  at  individual  newspapers  and  corpo¬ 
rate  headquarters  working  on  these  is¬ 
sues.  My  good  friends  at  Knight  Ridder 
send  me  a  pension  check  every  month  — 
and  I  really  want  that  to  continue.  □ 


Lou  Alexander  served  as  retail  manager, 
classified  manager,  display  director,  and 
advertising  operations  director  at  the  San 
Jose  Mercury  News  from  1983  to  2003. 
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McCormick  Tribune  Fellowship 


A  McCormick  Tribune  Foundation/NAMME  Partnership 


McCormick  Tribune  Fellowship: 

Increasing  the  impact  of  executives 
of  color  in  the  news  business 


CLASS  OF  2005 


Katharine  J.  Fong 

Assistant  Managing  Editor, 
Features,  San  Jose  Mercury  News 


The  McCormick  Tribune  Foundation  and 
the  National  Association  of  Minority  Media 
Executives  salute  the  newest  class  of 
McCormick  Tribune  Fellows.  They 
join  57  other  talented,  accomplished 
print  and  broadcast  executives  of 
color  as  members  of  an  exclusive, 
influential  braintrust  designed  to 
help  the  news  media  achieve  its 
diversity  goals. 


In  addition  to  producing  annual 
reports  and  serving  as  a  diversity 
resource  to  the  news  industry,  these 
print  fellows  will  participate  in  an 
innovative  mentoring  experience 
and  attend  the  Media  Management 
Center’s  Advanced  Executive  Program 
at  Northwestern  University. 


Julie  Green  Topping 

Deputy  Managing  Editor, 
Detroit  Free  Press 


Sharon  J.  Prill 

'  Director  of  Interactive  Media, 
The  News  Tribune 


For  more  information  about  the 
program  or  for  a  copy  of  the 
McCormick  Tribune  Fellowship 
reports,  go  to  www.namme.org, 
call  the  NAMME  Foundation  at 


The  next  deadline  for  applications  is 
October  1, 2005. 


703/288-6501  or  email 
gjasik@namme.org. 


Emily  E.  Chambers 

Vice  President,  Human  Resources, 
Cox  Ohio  Publishing 


Photos  (top  row):  Saleh  in  the  first  weeks  after  his  surgery:  Raheem,  kissing  his  son,  at  Children’s  Hospital  in  Oakland,  California:  (bottom  row):  Saleh  jumping  for  joy  in  the  new  apartment  after  leaving 
the  hospital;  Father  and  son  first  catch  sight  of  their  family  in  the  San  Francisco  airport;  The  happy  reunion  of  the  entire  family. 


How  a  boy’s  tragedy  in 
Iraq  became  a  story  of 
courage  in  San  Francisco. 


Meredith  May,  Reporter 
Deanne  Fitzmaurice,  Photograher 


On  Oct.  1 0,  2003,  a  9-year-old  Iraqi  boy  named  Saleh 
Khalaf  picked  up  something  he  thought  was  a  toy  ball. 
Seconds  later  it  exploded  -  ripping  open  his  abdomen, 
tearing  off  his  hands  and  blowing  out  his  left  eye.  Doctors 
at  a  U.S.  Air  Force  base  performed  emergency  surgery  to 
keep  the  boy  alive,  marking  the  beginning  of  an  interna¬ 
tional  mission  to  save  Saleh,  whose  indomitable  spirit 
would  earn  him  the  nickname  "Lion  Heart." 

The  mission  would  take  Saleh  and  his  father  Raheem  to 
Children's  Hospital  in  Oakland,  California.  For  the  next 
1 1  months,  San  Francisco  Chronicle  reporter  Meredith  May 
and  photographer  Deanne  Fitzmaurice  followed  the 
courageous  story  of  Saleh  and  Raheem  -  from  the  boy's 
excruciating  surgeries  to  their  struggle  to  adapt  to  life 
in  a  new  land  to  the  complications  that  would  imperil  the 
mission  to  save  Saleh. 


tSoi*. 


When  the  Chronicle's  dramatic  three-part  series. 
Operation  Lion  Heart,  was  published,  readers  immediately 
responded  by  donating  more  than  $80,000  to  a  fund 
for  Saleh.  The  fund  also  helped  to  reunite  Saleh  and 
Raheem  with  their  family  by  underwriting  the  legal  work 
needed  to  gain  U.S.  aslyum  for  the  family.  Lawyers  for 
the  Khalaf  family  included  the  Chronicle  series  in  their 
filings  with  immigration  authorities. 

In  December,  Saleh's  mother  and  siblings  left  Iraq,  where 
they  had  been  in  hiding  after  being  threatened  by  Iraqi 
insurgents  suspicious  of  Saleh's  care  in  America.  The  final, 
installment  of  Operation  Lion  Heart  told  the  story  of  their 
harrowing  journey  through  a  war  zone  and  the  mother’s 
emotional  reunion  with  her  son.  For  the  full  series,  go  to 
sfgate.com/saleh 

Bringing  readers  stories  that  touch  their  lives  is  one  way 
Hearst  Newspapers  deliver  excellence  every  day. 
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